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THE SECOND 

NAVY AND MERCHANT 
SHIPBUILDING NUMBER 

OF MACHINERY—NOVEMBER 


The first such number was published in Novem- 
ber 1938. It helped to win for MACHINERY the 
First Award for Editorial Achievement in 
the 1939 Industrial Marketing Annual Com- 
petition. 


The 1941 Navy and Merchant Shipbuilding 
Number of MACHINERY promises to far sur- 
pass its 1938 predecessor. In amount and 
diversification of manufacturing data immedi- 
ately usable by production men and mechanr 
cal executives it will be another milestone in 
industrial publishing. 


Shipbuilding is must Defense work of the first 
order. It ranks with Aircraft in public int rest. 
Advertising in November MACHINERY will be 


assured of that high attention value which 
always goes with MACHINERY’S ‘timely 
special features. MACHINERY, 148 Laicyette 
St.. New York, N. Y. 
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The ink is still wet. But the limited edition 
of this new book is ready! The ‘‘Guide 
Book”’ that was prepared to help you with 
the all-important problem of what to say in 
your business paper advertising today. 


Mail the coupon for your free copy now. 


Ww” is your sales situation today? Are 
you one of the few whose total produc- 


tion has been ear-marked for defense? Or are you 





at the other extreme ... do you actually need new 
customers right now? 

This new book was planned to help the adver- 
tiser in either situation—or at any point in between. 
For in this emergency, as never before, communica- 
tion lines with customers and prospects must be kept 
open. The problem is what to say to these business 
paper readers to help them — and thereby help 
yourself, 

This is no time for theorizing, or for academic 
discussions about advertising. That’s why this book 
has been entirely created from actual examples of 
what other advertisers are doing to meet today’s 
unusual situations. You will find page after page of 
such material in this new book—analyzed and dis- 
sected in such a way as to make it most serviceable 
and practical for your needs, 

Here is help on “oversold”. Here is helpful ma- 
terial about business paper advertising to put into 
the hands of management. Here are ideas for reduc- 
ing the pressure on salesmen, sales engineers and 
service people. Here are timely suggestions covering 


a wide range of advertising problems. 


for Busine 











How to Help 


Your Customers 


and Prospects 


A guide book for 
business paper advertisers 


today 





Very frankly, all the answers aren’t in this book. 


nor is a cut and dried solution to your parti ular 


problem here. We do feel. however. that the meat 


this book does contain. taken from our observa 


*T- 


~ 


tions of the practices of some five thousand 


tisers in McGraw-Hill Publications, will » ide 


the starting point towards helping you with 1 (0 


: > 7 sane F \. 
say in your own business paper advertising 1) 


Send the coupon for your FREE copy. 
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Republic Steel Looks Ahead 


Republic advertising is designed to maintain friendly 


relations with customers and strengthen the company’s 


sales position against the arrival of post-war days 


@ PUT YOURSELF in the place of 
that young fellow next door—John 
American. He has just received or- 
ders from his draft board to report 
next week for army service. 

\ revolution in John’s life is under 
way Nothing will ever be quite the 


same with him again. Every phase of 
his life—thoughts, habits, actions, 
friendships, family, career—will be af- 
fect His world seems to be turn- 
ing upside down, and John has that 
di; feeling. He knows he’s on his 
W but he doesn’t know where he’s 
gi r how it’s all going to turn out. 


industrial advertisers should 


know pretty well how John American 
te Advertising objectives, prac- 
tl nd ideas—and even some of the 
st ds that seemed so enduring 
ar ipregnable—have been disap- 
p : like friendly landmarks in a 
t ve. 


‘rtising plans and perspectives 
elped carry our companies 

long periods of prosperity 
ression alike have been vanish- 
m view like street lights in a 


ut, 
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By CHESTER W. RUTH 


Director of Advertising, 
Republic Steel Corporation, 
Cleveland 


A bit on the gloomy side? Hell, no! 
It’s only an all-out challenge such as 
industrial advertising men never knew 
before. John American will come 





This special trade mark now featured in all 
Republic Steel Advertising was designed to 
tie in closely with the Defense Program. It 
created widespread enthusiasm and a de- 
mand for its use on buttons, decals, plaques 
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through. So will all of us—if we 
don’t muff the big job facing each one 
of us—Defense of America! 

We industrial advertisers must look 
ahead, close up and far beyond. We 
must keep step with our own organ- 
izations, our own industries, and with 
all America. Here is the biggest op- 
portunity of our lives to gear our ad- 
vertising, not merely to selling indus- 
trial goods, but to selling America’s 
ideals, America’s system of free enter- 
prise, America’s destiny itself. 

Here are a few observations, com- 
ments, and items of record on how Re- 
public Steel Corporation is trying to 
meet the new challenge—how it is at- 
tempting to look ahead through all 
the haze of hazards and uncertainties 
that seem to veil the immediate future. 


Let’s go back fourteen months to 
July, 1940. France had just joined the 
group of nations under Hitler’s 
“Heil.” American industries began to 
realize the shocking implications to 
American liberties of this new blow 
against free nations. 

Republic Steel’s management moved 
fast. It recognized a new and greater 
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In its current exhibits at trade shows, Republic Steel is showing how its various types 
of steel are being utilized in defense equipment by displaying the work of its customers 


emergency confronted Republic, the 
steel industry, and all America. For 
many months past Republic had been 
expanding its steel making capacity 
and improving its production facili- 
ties. Now it ordered fresh expansions 
and still more improvements at vital 
points in its sixty-five plants and 


mines in forty-one towns and cities. 


Republic’s industrial advertising 
program changed quickly to meet this 
situation. Advertising objectives, 
geared from Republic’s birth in 1930 
to help sell immediate tonnage, had 
been shifting in important markets for 
several months past. We switched 
sharply from straight product adver- 
tising toa special type ot institutional 
campaign. This campaign ran in most 
of the sixty trade, technical, and busi- 
ness papers on Republic’s list. The 
series started in July, 1940, and con- 
tinued monthly through the balance 
of the year. 

Specihc reference to the first ad of 
this series seems appropriate to the 
purposes of this article, for several 
reasons: 

First, . it represented one of the 
earliest printed commitments from a 
large industrial organization to com- 
plete support of the National Defense 
program. 

Second, the copy appearing in the 
torm of a statement over the signa- 


M. Girdler and R. J. Wy- 


sor, chairman of the board and presi- 


tures of T. 


dent, respectively, spoke for the en- 
tire steel producing industry, as well 


The headline 


is for Republic Steel. 
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was “Steel—First Line of National 
Defense.” 

Third, it gave a close-up picture of 
Republic’s attitude and _ philosophy 
toward the national emergency. 

Fourth, Republic considered it of 
first importance to tell its customers, 
its distributors and jobbers, its own 
employes, and the general public its 
position on National Defense. Direct 
mail to customers, jobbers, and Re- 
public salesmen; posters in plants and 
ofices; and newspapers in plant cities 
were used to supplement the messages 
in the trade and business papers. 

Fifth, Republic officials also felt it 
highly desirable to help prepare Re- 
public customers and prospects for 
rapidly changing conditions insofar as 
these conditions might tend to affect 
our relations with both customers and 
prospects. 

Other ads of the series were de- 
signed to give specific meaning to Re- 
public’s pledge of support to National 
Defense. They pointed out how and 
why Republic was in position to sup- 
ply more and better steel than at any 
previous time in its history. The re- 
sponse of customers to these ads, as 
evidenced by letters to our manage- 
ment, and by comments to our sales- 
men, was prompt and gratifying. But 
of equal, if not greater importance 
was the sharp improvement in the 
spirit and morale of Republic’s own 
organization, both in mills and offices. 
The campaign served to bring home 
to them that they, too, were integral 
parts of the National Defense effort. 















Meanwhile the furies of Germa 
bombers over Britain brought the w 
still closer to our shores, the battle « 
ballots in this country gave Preside: 
Roosevelt a third term, and the st 
industry found its production ope: 
tions soaring sharply toward capaci 
figures. Record-making backlogs « 
orders were piling up. 

Republic officials, while continui 
to look ahead “through the haze 1) 
clouded all business prophecy,” stepp 
up Republic’s pace still higher. 

They ordered additional expans 
of steel making capacity, particula: 
for greater electric furnace productio 
to meet pyramiding defense demands 
for aircraft quality steels and for light 
armor plate. As the largest produc 
of alloy and stainless steels for many 
years, Republic recognized that here 
lay its most important field of con 
tribution to the National Defense pro 
gram. 

Signs of impending shortages of 
strategic defense materials, such as 
nickel and zinc, began to appear. Re- 
public management was quick to warn 
its trade of such signs and their sig- 
nificance long before, in most cases, 
government officials spread the alarm. 

With defense orders mounting rap 
idly, Republic deliveries of steels to 
customers in non-defense industries 
began of necessity to lengthen. Re- 
public promptly set up new policies 
for the guidance and protection of 
these customers. 

Salesmen were told not to solicit new 
customers. Inquiries from steel buyers 
not formerly on our books were neither 
desired nor accepted. Rationing of steel 
to customers upon the basis of the 
tonnages supplied them during the 
preceding year, or even during 4 
longer period, was established. While 
defense orders were given unquestioned 
right of way, every Republic sales- 
man, metallurgist, and service repre- 
sentative was instructed to give non- 
defense customers every possible aid in 
working out their growing problems 
of getting steel sufficient for conti ed 
operations of their plants. 

Of particular urgency was the 
not only of treating all customers 
fairly after National Defense re 
ments were met, but also of satisiy'n$ 
each customer who demanded 


= 


steel than we could give him tl 
was being treated fairly. One « 
difficulties in this direction was ‘%* 
natural desire of many customé 
build up excessive inventories ot 


beyond their normal requiren 
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First Line of National Defense" was the slogan adopted by Republic Steel in its institutional campaign which ran during last half of 1940 and gave a close-up picture 

mn Beublic's attitude and philosophy toward the national emergency. One of these ads is shown at the left. At the start of 1941 a return was made to product copy, but with , 

Oo MaBuced in length to conform to the faster tempo of the day. Featured prominently in each page is a copy panel signed by President Wysor in which he backs up Republic 
men by discussing and asserting the company's policies under extreme and sometimes embarrassing conditions. The special trade mark also occupies a prominent spot 
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The steady march of priorities was be- 
coming an increasingly important fac- 


tor in allotting steel to customers. 


evolved. Product copy returned from 
its leave of absence but was reduced 
in length from one-third to one-half. 


them, was a special trade mark de- 
signed to tie in closely with Repub- 


lic’s participation in the Defense pro- 


Ss These events, problems and policies, Reasons: less reading time, fatter pub- gram. Symbolic of America, an eagle, 
an along with many others, suggested and lications and greater competition for wings outstretched, is poised over the 
helped create new advertising objec- readers’ attention. Product literature official trade mark of ingot, steel plant 
p § J § 
e ; tives. The first and immediate objec- was spotlighted in the ads to offer silhouette, and the words, ‘Republic 
“ tive, Republic’s management agreed full information, if desired. Steel.” A lettered ribbon reading “De- 
~*~ early in 1941, was that its advertising An editorial copy panel over the sig- fense for America” in a field of stars 
“a messages in trade, technical, and busi- nature of Mr. Wysor, president, was completes the design. 
of ness publications should be directed given a prominent place in each ad. Highly imaginative, unimportant, 
more s. ss : a : be ‘ : of ow . De , 
closely than ever toward main Copy was brief, informal, and pointed. and intangible, you say? Perhaps you 
™ uning warm, friendly relations with The point was that here was top man- are right, but somehow that trade 
Repult ‘ > ‘e ses > ’ 2 . .: ae ° = e 
- pub ee Our advertising, agement backing up the harried sales- mark with its patriotic appeal almost 
no les > re > > ° . . 77.1 > re ra ite ir 
a | than the verbal statements of men by discussing and asserting Re- seems endowed with life and spirit. 
our sale > 7 > > 7" . _ i $c > > “Vv ; 
J esmen, officials and other repre public policies under extreme and And it has captured the fancy of lots 
"0 sentatives, must give sincere assurance sometimes embarrassing conditions. of folks inside Republic and out. They 
that while our first obligation is to a . . ask for it in button, plaque, decal, or 
he 6 Read a sample of the “presidential ‘ee a 
support the preparedness program, we 99 . . rete other forms. And that is no small ad- 
, is copy panel” as it ran in publications eegag grea age 
ile loing and shall continue to do last April: vertising item in itself. Maybe it in- 
ed thing possible to take care of our spires them to look ahead. 
nee N THIS EMERGENCY , 
: al customers’ needs. IN THIS EMERGENCY Republic Steel began looking ahead 
‘ . ) . . » Gita ; , << . » ° 
second and even broader objective Paraphrasing an old operatic lyric : A to improve its position in the field of 
industrial ads thus far in 1941 steelman’s lot is not a happy one.” When blic relat; vg Public 
n- ads us Tar in business is at low ebb. the struggle is to public relations this year. ubDlic re- 
* een to strengthen our sales posi- get enough tonnage to produce steel eco- lations, like charity, it is said, should 
i igainst the arrival of post-war nomically. When the tide of business always begin at home, and Republic, 
Minetr atten ‘ili b swings to the other extreme, the big job : pc ni | oe : 
d t any other auxiliary objectives we all have is te entisfy the coctomer Who despite serious labor difficulties in 
be listed but they require no is unable to get all the steel he wants 1937, had accumulated abundant evi- 
rl n here. More important for the Believe me when I say that this is one dence that its relations with the vast 
“ae : ines : time when the wheel that squeaks the Saag ; 
* is the item of Republic Steel’s loudest is not getting the grease. We are majority of its employes now ranked 
lence that advertising can be doing everything humanly possible to be among the most cordial and effective 
, ted to achieve the more difficult helpful in this emergency and to be fair in the steel industry. 
oe’ ; ; in the apportioning of our output—and to ; 
omplicated objectives born dur- assist you further we are constantly set- Accordingly, last March saw the 
period of national emergency. une, new records ry all our plants in our first of a monthly series of four-color 
ine a we ~ ie we production of steel—first line of national ; wag. 1 Oe er 
g satisfactorily completed the yt pages appear in The Saturday Evening 
assignment given it during the (Signed) R. J. Wysor, Post. Institutional in illustration and 
’ ” “ 2 . - ) > ~ . . 
' 1 half of 1940, Republic’s indus- President copy, the series relates Republic’s lead- 
idvertising now tackled its new Another feature of these ads, as ing contributions to National Defense, 





\ radical change of layout was 
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well as of the series which preceded 


1941 


(Continued on Page 86) 


15 












f 


















ow 
; 


; 

' 

: 

' 5 7 
| tet 
’ 


ss 
7 





~ 
4 


7 





7 
OHMITE 










g ond Engineering Manvel 
Me 40 


ernmeeart ‘meen 










PeereTORE fcc 
FAP TORR Remereme 


SETETOTE Frectee one OF 


oe) Choeee 6* erteneeToes 


ores «6 


rae wwrrre mes 


MR MUR, of Berrtence Meare cmmats 
end Rotercaee lattes 


Omen arene 


COmmate ween 





Oumilt MANUraActURING COmPany 


one ee 
Ceuege, me © O80 
ore 



















































A thorough system of indexing is used in the new Ohmite catalog to facilitate its use. The two pages at 
of the section index pages. Note the thumb marks which tie the two together and the pictorial treatment of the latter. The spread at the right which follows the sect 
gives o quick pictorial preview and summary of the various types of units to be found in the section and refers to the page on which they are catalogued 
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the left show the general index in the front of the book 


New Ohmite Catalog had Many Geatures 
ta Hid the Buyer 


Indexing, distinguishing listings, pictorial presenta- 


tions, and engineering data make book easy to use 


@ IN EXPLANATION of why we 
did certain things in the production 
Ohmit« 


Engineering 


of the ninety 
No. 40 


Manual, the reader should know 


new SiIX-page 


Catalog and 


that 
our business is divided between items 


which are made to order and those 


which are made as standard stock 


items. It was necessary, therefore, to 


consider both types of sales in the 
layout of the catalog to facilitate its 
use by the customer. For this reason 
we thought it best to call the user’s 
ittention to the stock items by print 
ing a colored band along the vertical 


d ge ot those pages on W hich they are 


listed Thus to find stock items in 
iny section of the book it 1s only 
necessary to flip through the pages 


with the colored margin. 


To simplify the finding of items in 


} 
the catalog, 


the book has been indexed 
by six sections in addition to the gen- 


} 1 
eral index All pages in each section 


have been printed with a thumb mark 


| i 
which ines up with a corresponding 


mark on the index 


the m 


thumb general 


page, thus making asy to locate 
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By HERBERT LEVY 
Chief and Advertising 


Engineer 





Manager, Ohmite Manufacturing 
Company, Chicago 
[ ommite a 
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OMMITE MANUFACTURING COMPANY CHICROO, 6.8 4 ae 








Style of data listing page in the Ohmite No. 
40 Catalog and Engineering Manual. Note 
color strip down right hand margin which in- 
that shown are stock items 


dicates units 


Upon turning to any section index 
page there will be found a complets 
table of contents of the items listed 
that section. This page also carries 
large illustration of some typical step 
in the manufacture of the items 
cluded in the section. In addition 
the general index and the section in 
dexes, there is also a complete inde» 
on the last page of the catalog wh 
has been liberally cross indexed so t! 
the user may find any item in the b 
under any of the several names 
nouns and adjectives, by which 
product may be registered in his m 

Believing in the efficacy of pict: 
in putting across general ideas qu 
each section index in the book 1s * 
lowed by a double page spread cor 
ing largely of illustrations which 
marize the various types and va 
of units to be found in the se 
Another pictorial spread is used to 
a quick idea of the range of siz 
be had by showing them in relatu 
a ruler or hand, as may be seen in 
of the accompanying illustrations 


| 
Another problem w hich we ha 
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ta ogued 
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in designing this catalog was that 
providing sufhcient information for 
ering purposes for the benefit of 

se who are relatively unacquainted 

h electrical terms and at the same 
not make this information seem 

out of place for the benefit of those 


considerable engineering knowledge. 
[his problem was solved by includ- 
ing only specialized technical informa- 
t in the body of the catalog itself, 
while all more elementary information 
is given in a separate Manual of Re- 
sistance Measurements commencing on 
Thus, technical in- 


formation given on pages six, seven, 


page eighty-five. 


and eight was included at the start of 
the resistance section as this informa- 
tion is rather specialized and electrical 
engineers working in other lines would 
not be expected to be familiar with 
these details, many of which are of 
an empirical nature. 

The Manual on Resistance Measure- 
ments section is really a very compact 
but complete text on the application 
of Ohm’s Law, which is the funda- 
mental law in all resistance calcula- 
tions. The information given in this 
section is sufficient to enable a person 
of average ability to really determine 
his own requirements and to this end 
detailed information on how to con- 
nect equipment in order to make the 
measurements essential to the design 
ot rheostats and resistors has been 
given. In addition, convenient refer- 
ence data has been supplied on page 
ninety-four. 

\s for mechanical details on the 
book itself and its preparation, the 


entire text was prepared by the writer 
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The new Ohmite No. 40 Catalog and Engineering Manual is a ninety-six page book with stiff 
board covers, laminated, and fastened with a plastic binding with printed backbone. Pro- 
duced by letterpress in black and brown. Each book was personalized with the name in gold 


who functions both as advertising 
manager and chief engineer for this 
company. The text was rewritten 
several times and completely checked 
by members of the production and 
sales departments and the manage- 
ment, 

The Henry H. Teplitz Advertising 


Agency acted as counsel on the artistic 


OHMITE RHEOSTATS 
© Werege Sire: tn Stenderd Or Specie! Designs 


for Every Bheostet Need 


OMMITE MANUFACTURING COMPANY 





spreads like this one are used in the new Ohmite catalog to give a quick idea 
range of sizes in which the various items may be had. Photo by Standard Studios, Inc. 
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Wesley Sharer 


did most of the decorative layout and 


features of the book. 


the retouching was done by the Mag- 
nine Studios, as well as by the Graves- 
Hammond Company, which also did 
some of the photography. Most of 
the photography, however, was done 
by Standard Studios, Inc. The book 
was printed in brown and black by 
Toby Rubovits, Inc., and bound by 
the Plastic Binding Corporation, ail 
located in Chicago. The covers are 
lacquered to produce a durable, easily 
cleaned, attractive finish. 

Each copy of the catalog sent out 
was personalized by writing the name 
of the recipient in twenty-two carat 
gold leaf on the cover of the book. 
This is done by writing through a 
strip of gold foil with a heated electric 
point known as an electric pencil. An 
effort was made, involving the services 
of our agents and sales department, to 
obtain the correct names and initials 
of the proper men in every company 
to receive the catalog. When an in- 
dividual’s name could not be obtained 
or when it was known that the catalog 
was for the use of a specific depart- 
ment, the company name, or depart- 
ment name, or both, were inscribed on 


the catalog cover. 

























Small Ads Help Small Business 
Get Defense Orders 


$36 advertising campaign in business paper brings 
small shop $10,000 of contracts on defense work 


@ MORE than $10,000 of business 
from an advertising expenditure of 
$36—that in brief is the story of 
Dudley F. 


with business paper advertising in the 


Fasoldt’s recent experience 


service section of a metal working 
magazine. 

With all major machine tool build- 
ers and practically the entire metal 
working industry working at capacity, 
manufacturing executives in the field 
ire none the less being pressed for 
more production—ever more produc 
tion. | xpansion of facilities has been 
undertaken on a broad scale as one way 
ot meeting increased production sched- 
ules; another method has been the 
tarming out of work on a contract or 


sub contract basis. 


Thus the opportunity has come to 
small metal working and machine 
shops with all types of equipment to 
market their facilities to large estab- 
lished manufacturers of well-known 
products. Normally the only market- 
ing or selling done by these small 
shops—which employ from one to per- 
haps fifty workers—is conducted by 
personal contact or direct mail. The 
local market has been the most attrac 
tive because it is more easily covered 
ind because it involves no shipping of 
goods or parts. 

Today, however, it is possible for 
small shops with a minimum amount 
of tools and equipment to sell their 
facilities and locate profitable con- 
tracts trom all parts of the country. 
Here 1s how Dudley F. Fasoldt of 
Rensselaer, N. Y., used advertising to 
sell his experience and his services to 
the metal working industry. 

Mr. Fasoldt is essentially a skilled 


mechanic specializing in fine instru- 
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ment repairing. He has followed his 
chosen line for thirty years, coupling 
this activity with the manufacture of 
copies of early American antique clock 
movements. In fact, if you were in- 
terested in the latter you would have 
to go to Mr. Fasoldt—for he is the 
only one in the United States making 
these movements. But in late years 
Mr. Fasoldt has turned to other fields 
as well. For example he has been 


known to repair mechanisms for 
church bells—which has not inter- 
fered particularly with his business, 
since he works a one-man shop. 

Being a man of some courage and 
vision, as well as a skilled craftsman, 
Mr. Fasoldt decided last fall that the 
time had come to put his skill to more 
productive work. He could see that 
the big plants were pretty busy—had 


been for some months—and thought 





PRECISION WORK IN 
SMALL QUANTITIES 


Send your precision machine work 
to this well-equipped shop. Facilities 
for quick production of: 
Fine Precision Instruments 
Tools, Dies, Jigs, Fixtures 
Screw Machine Products 
Stampings 
With 30 years experience specializ- 
ing in fine instrument making an 
repairing, we are equipped to han- 
dle manufacturing of small parts, 
te” to %” O.D., in small lots. Work- 
manship guaranteed. Send samples 
or drawings for prompt estimate. 


DUDLEY F. FASOLDT 


Prospect Heights Rensselaer, N. Y. 











Telling the story simply and directly, this 
three-inch ad was the final insertion of a 
$36 advertising campaign which brought con- 
tracts for $10,000 of work on defense orders 


his own equipment, though it was 
modest in comparison, might be put 
to good use to help the big fellows 
Just how was the question, since ob 
viously Mr. Fasoldt could not make a 
personal tour of the metal working 
plants of even his immediate neighbor- 
hood and still do any work in his shop. 

So he chose advertising. 

He didn’t have much money—in 
fact he hardly knew how much it 
might cost to send his advertising mes- 
sage to the production men he wanted 
to reach. But he decided to use 
American Machinist, read by the men 
he knew were hard-pressed to increase 
output in their respective plants. He 
ran a “schedule” of four insertions 
(three one-inch ads and one three-inch 
ad) in a special section of the publi 
cation devoted exclusively to other 
shops and plants eager to put the 
own idle equipment to work. [Hits 
three-inch advertisement told his story 
simply and directly and wound up his 
“schedule.” 

The result was almost immediat 
and somewhat electrifying to 
Fasoldt, who found himself de! 
with inquiries, blueprints, and samp! 
all submitted for quotation. | 
weeks after its publication Mr. Fa 
already had more business tha 
could handle—all of it developed 1 
new customers who had respond 
his advertising. He also disco 
that more than $10,000 of cont 
had been offered him. 


Today, as Mr. Fasoldt spends 
hours in his one-man shop, he u 
stands the exfra power of one 
message multiplied many times 
by means of advertising. His “s 
ule” cost him just $36. 
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By KENNETH W. AKERS 


Executive Vice-President 


Griswold-Eshleman Company, Cleveland 


Practical Aduertising Under 
Defense Conditions 


Here are answers to many questions which confront 
the advertising manager under today’s conditions 


@ AS ONE COPY WRITER to 
nother, let’s assume you and i are 
two members of a Plan Board, met 
to discuss advertising for this fall 
and winter. A hundred things can 
happen to change any plan made to- 
day, but advertising must be based on 
a plan to be effective; so let’s make 
the soundest one we can, and then be 
alert to change it if circumstances 
make that necessary. 

Che first decision of any Plan Board 
meeting, war or no war, must of 


course be: what do we want to ac- 


complish with our advertising — a 
direct sale of our product, or favorable 
opinion for it which will help our 
salesmen make a sale? 


Unfortunately for those of us who 
lik to sell, most industrial products 
are not subject to direct selling by 
1dvertising. We wish they were, for 
tl we'd have the direct check oa 
our work the mail order advertiser 

vhich would help us prepare bet- 
lustrial advertising. 

most industrial products can 

ld only by a salesman, and often 

ifter engineering studies are 

For such a product the func- 

t advertising is to help that 

in by (1) selling the compan) 

presents and so paving the way 

m by convincing the prospect 

he concern represented by our 

in is a reputable one; (2) so 

. and convincingly presenting 

t nefits to the user of our product 

will come to be considered 

stionably the leader in its field; 

clearly associating our product 





KENNETH W. AKERS 


Mr. Akers is especially well known in the in- 
dustrial advertising field for his outstanding 
work on the Goodrich industrial copy and 
his masterly handling of Warner & Swasey 
advertising which has been widely acclaimed 
for its forceful and intelligent presentation 
of a difficult story for a manufacturer who 
nas made valuable use of advertising under 
conditions where others may have faltered 


with the prospect’s use of it that 
whenever he thinks of the use, he 
thinks of our product (this will assure 
inclusion of our company whenever 
bids are called for); and finally, (4) 
doing all this in advertising consist- 
ently enough to make it register deeply 
in prospects’ minds. 

If you agree that these are the 
functions of advertising for most in- 
dustrial products, then what is there 
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in the present emergency that makes 
it necessary to change these funda- 
mentals? Nothing. The one basic neces- 
sity for profitable business is favor- 
able opinion, and the need and im- 
portance of that never change. Yet 
publications are full of advertisements 
today which violate every sound 
fundamental and will inevitably re- 
act against the men responsible for 
them because they are a waste of 
money and so will some day be chalked 
up as “another advertising failure” 
whereas they are not advertising at all. 

It was Emerson, wasn’t it, who said, 
“Every man is as lazy as he dares to 
be.” A good many advertisements to- 
day look like the work of lazy thinkers 
who must be saying to themselves, 
“All I have to do is keep our name 
before the public since we can sell 
everything we make without advertis- 
ing.” What a criminal waste of money 
and opportunity! Today, advertising 
has what is perhaps the greatest oppor- 
tunity it ever had: 

1. To keep the friends your com 
pany has. With all the disturbances 
of shortages, substitutions, and the 
strained relations they cause, adver- 
tising is one of the few and in many 
cases the only means a company has 
of keeping a friendly contact with 
old customers, explaining the upsets 
which if unexplained will cause irri- 
tation and loss of inestimable good 
will—good will your company will 
need desperately some day. 

2. To make new friends for that 
critical day when the war will be 
over and your salesmen will again be 
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on the road, asking for business, every 
dollar of which will be of vital im- 
portance. 

With these two opportunities and 
obligations of advertising, how can 
“Why 
advertise?” or how can any thinking 
“Why sweat for 


any thinking executive say, 


copywriter say, 
ideas?” 

Of course, gentle reader (or did he 
get caught in the draft?) you don’t 
ask any such questions, so let’s look 
together at a few of the questions we 
do need to answer. 

Question 1—If we don’t make de- 
fense articles, what shall we say in 
our advertising? In this case, either 
you have priority problems in getting 
material for your product and so need 
to explain delays and substitutions to 
your customers; or you have no prior- 
ity problems and so your advertising 
job is not affected by war at all. Of 
course if you are one of the latter 
fortunates and are oversold, you still 
need to build friends for the day 
(and it will come!) when you will be 
badly wunder-sold. As one very wise 
advertiser put it, “A sale five years 
from now, when we expect all this 
rush will be over, will be worth as 
much to us then as ten sales are worth 
to us now; so we're advertising to 
make friends for five years from 


today.” 
Question 2—If we make defense 


articles, either directly (airplanes, 


etc.) or indirectly (machine tools, 
etc.) should we talk defense in our 
advertising? Yes, particularly if you 
can make that advertising discussion 
of defense increase the prestige of 
your company, reflect credit on your 
regular products, and improve your 
company’s reputation for engineering 
ability, dependability, precision, mod- 


ern equipment, etc, 


This is where so much “defense” 
idvertising falls down. It is so much 
easier to show a picture of a row of 
tanks with some such snappy head- 
line as “The Widget Company Lines 
Up tor Defense,” or a photograph of 
a police dog (prints are only $5 and 
ilways easy to get) with a head, “Pro- 
tection,” and a couple of paragraphs 
that will wow them about how we 
of the Widget Company are doing our 
part to build protection for our coun- 
try. Advertisements like that do save 
a lot of time for so-called advertising 
men who have no conscience, no 


pride in their work, no sense of re- 


sponsibility toward the future of their 
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The Twist Om. 
COMPANY 


Cleveland Twist Drill Company, which may 
credit a large share of its success to its 
highly developed distributor organization, 
uses this page in metal working papers to 
urge production men to go to their local 
mill supply distributor for the supplies they 
need to keep production schedules running 


companies. Let’s leave such men to 
their pust deserts at the much more 
skillful hands of The Copy Chasers. 
Fortunately there is also a good 
deal of very excellent advertising to- 
day based on the defense work of the 
advertisers. Defense work offers the 
hard-working copywriter an excep- 
tional opportunity because in so many 
cases it can be used to prove convinc- 
ingly and specifically the very facts 
about your company and its standard 
products of which you want to con- 
vince your prospects. And in the very 
act of selling your standard products 
via the vehicle of defense advertise- 
ments, you can do a powerful job of 
building favorable opinion for your 
company itself. Remember, that’s 
vitally important always and doubly 
so today because acceptance, friends, 
respect are going to be the best bank- 
able assets when this emergency is 
over and we enter that difficult period 


ho 


(always fatal to many concerns w 
have become “‘distant” to their regular 
customers) of “getting back to nor- 
mal,” which means a buyer’s marke. 
At that time your company may find 
it necessary to bring out new products 
or enter new fields to take up the 
slack, and favorable opinion built now 
will be essential to the success of such 
new ventures then. 

No one wants to read our advertise- 
ments, and no one will read them, un- 
less we make them more interesting 
than the editorial pages for which the 


publication was bought. But intense 
interesting, factual, convincing co; 
can be written if you'll spend enou 
time in your plant, in your develo 
ment department, and in being 
inquiring reporter among workm« 
engineers, salesmen, and everyone ¢ 
you can find. Which brings us to— 
Question 3—What will the go 
ernment let me say and show? 7 
answer is easy—anything a sensil 
man would ask their permission 
say or show. Copy and illustratio 
of material in relation to the Arm) 


should be submitted for approval to 


Col. Arthur I. Ennis, Bureau of Pul 
lic Relations, War Department, 2809 
Munitions Bldg., Washington, D. ¢ 
and similar material concerning the 
Navy should be submitted for ap 
proval to H. M. Klee, chief clerk, 
Ordnance Department, Navy Depart 
ment, Washington. 

We have found that the Army and 
Navy are coéperating splendidly and 
busy as they must be with requests, 
are doing a fine job of rushing replies 
and granting approvals wherever pos- 
sible. 

Question 4—How frank can we 
be in our advertising? I spoke a while 
ago of some of the obligations and 
opportunities of advertising today. It 
seems to me it has another important 
obligation and opportunity in this 
critical period. Unfortunately there 
are in America many individuals, 
groups, and organizations who for thet 
own petty ends want to use this war 
emergency to convince the people that 
business is wholly greedy, that it 1s 
incapable of rising to and sacrificing 
for a national crisis, that business must 
be led and directed by (guess who!)— 
themselves. The fact that these critics 
of business are often failures in busi 
ness—the fact that their idea of what 


needs reforming is anything and an) 


body who disagrees with them—the 
fact that their idea of reform is all 
too often to drag everyone including 
the “unfortunates” for whom 

hearts bleed down to the level of 


most incompetent — all this 
nothing to the unthinking who 
only the hue and cry against bu 
and (hearing no reply from bus 
are left to think “maybe these o 
are right after all.” 

These are days of terrible s 
new problems, overwork for all 
ness and business men. In such 
a certain amount of friction 
avoidable; no action can be as p 

(Continued on Page 77) 





INDUSTRIAL MARKETING, August, 

























y ot ee eT ee CPE Te ea EEN. 
























et ee 


























a 


_—, 








C. H. W. RUPRECHT 
snager Publicity Division 
derwood Elliott Fisher Company, New York 


Time Element ts Keynote of YUuderwoods 
Largest Promotion 


Business papers being used to tell executives value of 
modern office machines in today's fight against time 


e THE WAY to get more time 1S 


to save it. 


curacy; Elliott Fisher automatic feed 


machines to lend wings to order wri- 
















machines that provide accounting 


shortcuts and keep executives on top 


















> a 7 . . . - . ° 
} With this basic theme, Underwood ting routines at a period when more of their jobs; Underwood portable 
| Elliott Fisher Company launched its essential orders are being issued than typewriters that enable a busy execu- 
/ 1941 advertising campaign, the largest at any other time in industrial history; tive to burn midnight oil to advantage 
;' ‘ in the company’s history, in national Underwood Elliott Fisher accounting (Continued on Page 93) 
Iv 4 4 ; . 
; magazines with general circulation 
« e ‘ ° 
Ik and in carefully selected business —_ 
at papers. Advertisements for Underwood 
a typewriters, Underwood Sundstrand LESS THAN I i : 
a adding-figuring machines, and Under- V4 n America Ss 
re sae 5 . 
wood, Elliott Fisher, and Sundstrand 1300 Hours Left eat B 
" tea: Battle against Time 
' accounting machines are keyed to the in 194] mre 
. ae 4 ““ eee en 
: fast tempo of National Defense fea- 
- “> DON’T WASTE A MINUTE! 
: turing the significant part they play = 
it . P P 
in current production preparation. "etep dechiens ost Sandel ied. hs 
. ; , wety! Figures determine action. Let to ween copy and machine No fotignn 
These advertisements are supple- cal of : wand Ade ew Underwuad Sund- "We inne yous en ee 
1s F : : d \ yf ane Adding-Figuting Machines dan tart - to ir) a cow P 
st mented by institutional copy, designed moe tame 1 “Tadeeven! ten Aesting cmt ing Machion io your on oer Sn 
1) ‘ = ie . - ee e speed for the come phox ened oo ae staff at the keyboard ~ 
= to Underwood Elliott Fisher’s story you sccueacy. I's simple’ Theve are-ealy quid marta et Mt the sony, Gat 
: ‘ “ oe ® cumeral keys on the Ua, aa bar curate operation Te 
cs of a complete line of office machines Eilat onl ‘Fut, ature fee tinh eae er i 8 
re | j much operation » the nal—ne ebligation. of coure 
si ‘ to “speed the world’s business.” “the west em ea ne a eaee somnene 
ut idlines, such as “Less Than 1300 ; Eto 
s c . o> Of . . ‘7 the Se . “ , . 
\ H Left in 1941,” “America Has iE " ve Figuring Time in Your Ottice with 
\ 7 . ” © on nuerr anne CompanT U d 
h N orner On Time,” set the pace 3 _— Famed n erwood 
lI f he copy theme. The only way s Underwood S d 
, ; P} ; BN» ‘ e order wining Elliott Fisher un Strand 
; ca can get more time is to save e eenge ee Sundstrand ADDING-FIGURING MACHINES 


it 1 the copy points out the time- 
s g advantages of UEF machines 
offices of American business and 

my 
chines in the offices must back up 
ichines in the factories—Under- 
typewriters to save vitally im- 
t office time by producing a 
quality of finished work with 
g ease and increased speed; Un- 
od Sundstrand adding-figuring 
1es to save time by doing a wide 


ACCOUNTING MACHINES 


SUMS TRANO 
GAASS & ACCOUNTING MACKDGE 















of figuring jobs at record speed 


Today's great battle against time in every phase of business is the copy keynote in 
vith completely dependable ac- 


Underwood Elliott Fisher's biggest campaign now appearing in a long list of business papers 
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Although only one machine was available, this illustration of a group of sixty machines was made by first photographing the machine in four 






positions and arranging die cut prints in the group in place of actual machines. Process is simple but requires care in positioning and lighting 


You Have Only One 


ADVERTISING MAN 3s 


problem of 


often troubled with the 


getting a photo of a large group of 


machines or units W hen only one or 


two models are available. This often 


oceurs when 1 new model is first be- 


ing introduced or when it is impos- 


sible, such as at the present time, to 


build up a stock large enough for 


the picture required. How this was 


overcome and how we were able to 


get the picture Of Sixty units shown 
here with only one unit available will 
be explicitly described so that any 
udvertising department or photog- 


rapher can obtain the same results. 


One way to get the picture would 


be to have enlargements of various 
sizes made and by pasting them over 
one inother a composite picture or 


photomonta ge could be obtained. 


There is always a certain amount of 


stiffness und unnaturalness in a pic- 
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By WALTER E. SCHUTZ 


Advertising Manager, The Delta 
Mfg. Company, Milwaukee 


ture of this kind which limits its use 
and can readily be detected. If you 
will refer to the view above, which is 4 
picture of the completed job, you will 
which 


we are using in our advertising work 


notice that this photograph 


has the feel of 


oe 


an actual group of 








sixty machines being photographed at 


one time. 


To get the picture shown here 
first took four original pictures 


the machine, which happened to b 
circular saw in Each 


was taken at the same height but 


this case. 


different angles, straight on, a 
to the left, etc., as shown by the 


views below. 


Fifteen prints were than mad 


each of these 


4 ; 





shots which 


a 


had 


These are the four original photographs of the saw, each taken at the same height but 
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How a little ingenuity makes it possible to show a 
large number of machines when only one is available 


yuched and mounted on thin but 
te stiff cardboard. Then, by means 
jig or scroll saw, these sixty prints 
e accurately cut and each fitted 
) a standard cardboard easel sup- 


d by our printer. 


[hese were then taken to the 
photographer’s studio and the toughest 
part of the job was started. A large 
panel, about four feet wide and twelve 
feet long, was placed on the floor and 
the little miniature cut-outs were lined 
up as shown in the illustration below. 

It takes a great deal of patience 
and experimenting to get the camera 
at the same angle and the same rela- 
tive height above the models as it 
was when the original shot was taken 
of the four individual units. Each 
of the four types of models carries its 
own perspective and by raising and 
lowering the camera it is possible to 
get the perspective lined up properly 


so that the lines of perspective run 


from one unit into the next in one 
unbroken line. Although this is rather 
difficult to explain in an article such 
as this, a good photographer who 
knows his business and a little experi- 
menting will soon give you the results 
you desire. It is quite amusing when 
looking into the ground glass of the 
camera to see how these models 
actually seem to “move” up or down 
or sideways as the camera is shifted 
into place. 

All of this work must be directed 
from the ground glass of the camera 
with one fellow arranging the models. 
It will be found that after the first 
four or five models in each row are 
properly lined up that the remaining 
models can be easily put in place by 
duplicating the arrangement and spac- 
ing of the first few units. 

After the camera and models are 
properly arranged, lighting comes next 
and it is perhaps here that the picture 
can be given the greatest amount of 





The sixty photos were mounted on heavy 
cardboard and cut out on a jig or scroll 
saw. Each cut-out was then fitted with an 
easel on back so that it would stand upright 


natural feeling. Since the cut-outs 
bear the shape of the original unit, 
the clever placing of the lights can 
throw authentic shadows on the floor 
which increases the illusion that the 
photo is being taken of the original 
units. Thus good cross-lighting will 
(Continued on Page 97) 





view shows how the miniature cut-outs were set up on a board, which resembled a floor in the finished picture, and the arrangement of 
amera. Considerable care had to be exercised to get the right perspective and correct lighting. The lights were shifted for this view 
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By W. V. CUNNINGHAM 
Milpint, Inc., Milwaukee 


@ THE LAYOUT is the personality 
of your whole ad—yeah, of your whole 
organization, no less. Even a bore can 
spout paragraphs of infinite wisdom 
and cogent persuasiveness—if some- 
one puts the words in his mouth. But 
what good is it if no one will listen to 
what he has to say! If copy is what 
makes a good ad tick, then, surely, 
It can be 


a perfect bore, or it can be the life of 


the layout is the “works.” 


the party—depending on the effort in 
the layout. 


First, an analogy: when you go to 
bed at night you set your alarm clock 
for five, six, or seven o’clock—depend- 
ing on how far out you live—and pin 
your hope on the clarion call of the 
alarm to get you up. Did you ever 
stop to think how aptly an ad can be 
compared to an alarm clock? You get 
your ad all ready for “bed” and you 
set the alarm—i.e., appeal, copy, and 
layout—so that it will go off as soon 
as the reader gets to the page it’s on, 
and awaken his “apperceptive mass” 
or his inner consciousness. This is sup- 
posed to at once galvanize him into ac- 
tion, to write for more information 
and/or send in his order forthwith. 


Now it’s no secret—or is it?—that 
your alarm clock sometimes fails you; 
you oversleep, get up late, rip into 
your clothes, bolt your coffee, rush off 
to work, only to find that you've 
missed the boat. Well, some ads are 


like that, too—a lot of them, in fact— 
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A Geu Pointers on Layouts for 
the All Around Ad Man 


While the copy tells your sales story, the layout is 


important in gaining an audience for what it says 





a 


* 
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MILPRINT INC. 








with 


MILPRINT 


PACKAGING 





Cilophe 


MILPRINT INC. 
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Hastily made to meet a deadline, this layout didn't look so bad. Although lacking certain 
qualities it isn't exactly a “bore”, but’ when viewed in cold type its weaknesses are at 
once apparent: The headline tends to fall away, partly because the type is wrong, the 
word “packaging” should have been letterspaced, white space is in the wrong place 
copy is too close to illustration, and the net result is uninteresting to a point of vacuity 


just because the alarm doesn’t go off. 

Qne of the chief things that seem 
to make many ads miss the boat is the 
uninteresting type of layout used. This 
may not be so true of the larger or- 
ganizations having agencies and exten- 
sive advertising departments; but it is 
poignantly true of the small one- and 
two-man departments with no agency 
tie-ups. It is in the interests of this 
latter category that these paragraphs 
are being primarily written: where one 
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man writes his own copy, makes 
his own layout, or depends on 
magazine or his printer to delin 
his efforts in a way calculated t 
tract the reader’s eye favorably to 
text. Judging from many ads w! 
appear in business journals, a p! 
desideratum is more interest in 
physical form of the ad. 

The old bromide, “The copy’s 
thing,” holds true in a fundame 
sense, as differentiated from the 
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but the quality of layout ideas in 
y ads is often mediocre and cal- 
ly un-original. Since sizzling copy 
in general are observed to be any- 
¢ but a dime a dozen, the least one 
do is to make his layouts not 


ely distinctive in an insipid sort of 


W 


y, but dynamically outstanding. So 
while each ad turned out may not be 
exactly the life of the party, neither 
will it be dull and uninteresting. The 
following are a few things which have 
been definitely helpful to the writer. 
FRAME IT. I can’t draw, and 
know little about balance, symmetry, 
or the principles of design except in 
an academic way. Yet I believe this 
is one way to test a layout so that 
one not gifted with artistic proclivi- 
ties, and with no experienced layout 
man to assist him, and not being able 
to depend on whatever free lance 
artists he may have on call—can 
nevertheless be comparatively certain 
that a particular layout will not be a 
jumbled mess of illustrations and copy 
when the ad gets into cold type. 
Every interesting ad and component 
element thereof has a frame. Examine 
the elements of any ad which has 
struck your eye. You will find that 
each has a frame, either of white space, 
a border, a cartouche, or carries a 
colored or toned background. Prac- 
tically every interesting layout device 
you have seen—cartouche, card, bal- 
loon, border, etc.—was created to pro- 
vide, fundamentally, a pleasing frame 
to impart to that particular element 
body, emphasis, or to contribute to 
geometric unity. 
Observe some of the ads which have 
struck you as being especially poor or 
rny.” You will find them most 
widespread in industrial or other trade 
journals. Notice how, in many cases, 
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Each of ihese ads might have been just another “run of the mill” page, but each has been 
kept out of the mire of mediocrity by the few simple devices discussed in this article—each 
unit has been suitably framed and the typography designed to move reader through the copy 


the ad itself seems to run together, 
the divisions are indistinct, and the net 
reaction is uninteresting. In each case 
you can conclude that it lacks co- 
herence, and therefore does not pos- 
sess reader interest chiefly because these 
elements do not carry suitable frames. 

There’s a strong psychological rea- 
son why the parts of a layout need 
frames. The eye can grasp only one 
thing at a time. It jumps from place 
to place in quick jerks. That’s why 
your ad should be laid out like step- 
ping stones across a creek. Each stone 
is a momentary resting place; and, 
similarly, each component part of an 
ad should be spaced so that the for- 
ward movement will proceed in order- 
ly fashion. If your ad is carrying a 
load of sales talk, you want your read- 
er’s eye to hit those “stepping stones” 
easily; for if he falls into the brink, 
as it were, you’ve lost him; or at least 
his interest in your ad will be consid- 
erably dampened. 

TEST YOUR TYPE. In typogra- 
phy, that old saying was never more 
true: “A little learning is a dangerous 


DAY’S BEST BUY 


IOFING EGE (PMENT 


FOR omy 


*1150 


Prihcchee SIMPLEX MILLING MACHINES 
1200 and 1808 Serie 


KEARNEY « TRECKER CORPORATION 


two page ads at the left compared with the one at the right illustrate what the 
means by ‘framing'’ an ad to make it hang together. Those at the left are 


sing, while the Kearney & Trecker 


ad has personality and invites readership 


USTRIAL MARKETING, August, 194! 


thing.” Yet it is one of the most 
fascinating subjects in advertising and 
well deserves all the study an ad-man 
can put to it. Naturally, it is most 
desirable to submit the layout to a 
typographer, but if this is not possible 
and if you are uncertain as to the kind 
of type to specify, here is one device 
that may help: select different panels 
of copy from other advertisements or 
reading matter and cut arbitrarily to 
the sizes indicated on your layout. 
With several panels cut to fit in this 
manner, you can experiment first with 
one kind of type and then another. 
By the process of elimination you can 
arrive at a size and style of type which 
fits most harmoniously with the motif 
and atmosphere of the ad you want 
reproduced. Care must, of course, be 
taken that you don’t wind up with 
mixed families of type; but your print- 
er can check you on this matter. 

A fine layout idea can be utterly 
ruined by the wrong selection of type, 
as attested by many industrial ads ob- 
served. Here again you can keep in 
mind the idea of keeping each com- 
ponent part in a frame. Regarding 
headlines, for example, K. M. Goode, 
in his “Modern Advertising,” has put 
it thusly: “Short headings should be 
set in one line the lines of two- 
line, three-line, or four-line headings 
should not be separated by a band of 
white space. Hold them tight together 
as one unit. Use the white space as a 
frame to make the unit stand out.” 

One of the hard things to visualize 
from a layout is how the type will 
look in the finished ad. One thing to 
watch is to be sure the text is not 
placed too close to another part of the 
layout. If this seems likely, it is ad- 
visable to indicate a smaller size of 

(Continued on Page 91) 
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@ WHILE the sales personnel, both 
of the company and its distributors, 
are usually covered in the circulation 
of whatever type of house organ a 
company may publish, a number of 
concerns issue special publications for 
the sales division. Of the total of 329 
house organs in INDUSTRIAL MARKET- 
LNG’S survey, sixty-two have been seg- 
regated in the sales classification for 
special analysis. 

Perhaps because of their specialized 
nature, and just being circulated 
“among the family” who may be ex- 
pected to be interested only in the 
hard realities of business, the sales 
house organs included in this survey 
are not, as a group, so bright, attrac- 
tive, and interesting in appearance as 
most external house organs and many 
internal or employe publications. Re- 
gardless of the page size, the general 
treatment of sales house organs is of 
news character in conforming to their 
prime function of feeding news about 
the company’s products, policies, and 
sales activities to the selling force. For 
this reason, perhaps, the tabloid news 
style sheets seem to have the greatest 


sparkle and “finish.” 


Their Purpose 


Obviously, the purpose of a sales 
house organ 1s to keep the sales per- 
sonnel pepped up and informed about 
the company’s products, their applica- 
tions, successful sales practice, and to 
create friendly feeling and closer rela- 
tionship, especially between the deal- 
er’s sales organization and the manu- 
facturer. The greatest value of a sales 
house organ seems to be its facilities 


tor feeding salesmen information and 
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Sales House Organs--Hou Published 
and What Mahes Them Tick 


The sales house organ is a valuable sales promotion 
tool and would never be abandoned by many companies 


ideas they can use in making sales. In 
the words of their publishers, how- 
ever, here is what they say are the 
“principal functions or objectives of 
the publication”: 

“To acquaint our distributors’ sales- 
men with the line and its markets.” 

“Educate salesmen with develop- 
ments and applications of products.” 

“To acquaint various sales repre- 
sentatives with intimate news items of 
products, etc., from home office.” 

“Good will of entire organization, 
plus sales helps to distributors, appli- 
cation photos, etc.” 

“To make widely spread representa- 
tives feel a part of our organization 
and to stimulate selling.” 

“To promote the interchange of 





“IM” to Give Cup for 
Best Use of House Organs 


ONE of the thirteen special 
rwards to the Fifty Direct 
Mail Leaders of 1941 will be 
t cup donated by Industrial 
Marketing for the ‘best cam- 
paign including the most ef- 
f house organs 
internal and/or external 
Awards will be announced 
and presented at the annual 
convention of the Direct Mail 
Advertising Association to be 
Montreal, Canada, 
= . Entries must be 
made on or before Sept. 19. 
Complete details of the con- 
test and entry blanks may be 
had by addressing the asso- 
ciation at 17 East 42nd St., 
New York. 


fective use 


” 

















merchandising ideas and to codrdinate 








the sales promotion activities of all 






district sales offices.” 
“Sales training of jobber salesmen.” 
“To induce jobbers to become our 
authorized distributors.” 
“Morale builder.” q 


“Improvement in dealer relation- 











ship.” 
“For the education and entertain- : 
ment of dealers, distributors, and fac 
tory field men. Used for promotion of 
selling and advertising programs.” 
“For dealers—to tell them our story 
















in an easy way—injecting the usual 
house organ material to cover up.” 

“Sales promotion to branches, job- 
bers, service men, and users of com- 
mercial refrigeration. Also widely cir- 
culated by request in engineering col- 
leges.”” 

“To keep salesmen informed of news 
of business and to transmit informa- 
tion useful in selling.” 

“Sales and engineering information 
for branches and distributors through 
out the world.” 

“To convey news of our organi 
tion’s activities, announce outstand 
ing orders, educate salesmen 
mechanical details of our products.’ 

“Announce internal and trade 
campaigns; news, exchange ideas.” 

“Announce new products; p 
prod 


. oF 
give a sales idea; information on | 


changes; improvements in 
selling points; personal selling © 
riences.” 

“To get dealer good will and « 
cate dealers and clerks on product 

“Help salesmen understand feat 
of product.” 

“To pass selling information, 1d 
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and enthusiasm along to dealer organ- 
ization.” 

“Mainly sales information; general 
company news (not personals) .” 

“Education of salesmen and coérdi- 
nation of eight branches.” 

‘To acquaint employes with inter- 
esting items in connection with our 
installations.” 

“Inspirational selling suggestions 
and items merchandising our prod- 
ucts.” 

“To offer a periodic exchange of 
ideas among those selling our line. To 
promote a spirit of good fellowship. 
Our house organ is a chatty, informa- 
tive sheet consisting of mimeographed 
copy for the news items and a picture 
page which is printed in offset. We 
never have attempted to sell anything 
with it. We use it as a means of keep- 
ing our distributors and sales organiza- 
tion all over the country informed as 
to the latest developments, new prod- 
ucts, and new applications.” 

“Supplements regular sales bulletin ; 
adds pep and humor; spotlights spe- 


” 


Cla es. 

\ssist salesmen (not managers) 
solve their selling problems.” 

[o convey current important data 
re design, price, product changes, new 
products, business trends, other sales- 


a . “ 1 
successes or experiences to field 


0 inform sales organization of 
0 inding sales throughout the coun- 
ind keep them posted on new 
cts, promotion activities, and ad- 
ng. 
Th ir Success 
ose are the objectives, now how 
sful have they been? In_per- 


c es, 58 per cent say they have 


} 
} 


very good”; 19 per cent have 
good”; and 23 per cent have 
fair.” In addition to these gen- 
s, some of the specific com- 


were as follows: 


STRIAL MARKETING, August, 


“Seventy-five per cent—still cou'd 
do a better job in some respects.” 

“Creates considerable interest, but 
experience difficulty holding to definite 
publication schedule.” 

“Sometimes I wonder! Jobber men 
‘sell’ so many items. But we’ve trained 
some of them to feature our line.” 
distributed 


interest and 


“Questionnaire —just 
shows high readership 
value.” 

“It’s a 
wholesalers.” 

“Questionnaire returns keep us from 


byword among electrical 


discontinuing it; comments sent in 
after each issue.” 

“Circulation has grown from 5,000 
to 26,000.” 

“Very successful. Has helped im- 
mensely in securing photos and other 
publicity material.” 

“Has been very successful in build- 
ing strong dealer organization.” 

“It’s a bible in our setup with 
dealers.” 

“Very. If we skip an issue, we im- 
mediately receive many letters want- 
ing to know why. We know from ex- 
perience that it is well read, comments 
from as high as 50 per cent of our 
have been 


times on controversial matters.” 


total readers received at 

“Have continued it for 16 years.” 

“Management probably would trim 
other promotional expenses first.” 

“It has been published continuously 
for 35 years.” 

“Very successful in building loy- 
alty of jobbers.” 

“Definite increase in sales as result 
of publication.” 

“Couldn’t discontinue it.” 

“More than lived up to expecta- 


tions.” 


Their Age 

In the foregoing section, several re- 
marks concerning the age of the pub- 
lication were offered as evidence of its 
success. In this respect, sales house 
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organs appear to hold their own with 
the external group in that 43.5 per 
cent of them are less than five years 
old; 24.1 per cent are from five to 
nine years old; 11 per cent are from 
10 to 14 years old; and eight per cent 
are from 15 to 19 years old. The oldest 
sales house organ in this survey is “To- 
ledo System,” published by Toledo 
Scale Company, which is 35 years old. 
Second oldest in the group is “The 
Todd Sales Bulletin,” published by The 
Todd Company, Inc., Rochester, N. Y. 
Most Popular Features 

While age may be evidence of suc- 
cess, perhaps those things about a pub- 
lication which are liked best by its 
readers may be a better key to their 
achievements. The following com- 
ments tell that story: 

“Discussions of selling points of our 
equipment in comparison to competi- 
tors.” 

“List of sales the men make.” 

“Survey showed selling hints and 
personal news most popular.” 

“Information on how to resell our 
product and how to buy economi- 
cally.” 

“Personalized features and reports 
of specific merchandising experiences.” 

“Reports of unusual sales methods.” 

“Stories about installations.” 

“Good 


educational 


promotion and 


fellowship 
features covering our 
products and new uses.” 

“Prize letters from salesmen about 
successful sales.” 

““How to Sell’ page—page each 
issue devoted to one item telling how 
to sell it, reasons, etc.” 

“Selected jokes.” 

“Perhaps the puzzle in each issue.” 

“The publication of the names of 
sales leaders; photos of outstanding 
installations.” 

“Quota standings and sales man- 
ager’s article.” 


clubs 


“Various which _ salesmen 
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automatically join when they sell cer- 
tain volume.” 

“Accounts of how actual sales prob- 
lems were met and sales made; mes- 
sage of vice-president in charge of 
sales.” 

“Description of promotional piece- 
of-the-month.” (Paper company. ) 
“Sales standings of various offices.” 
“Distributor news section.” 


Who Is Responsible? 


Although the sales house organ deals 
mainly with the personal selling prob- 
lems of the sales division, 50 per cent 
of them are the direct responsibility 
of the advertising department and 41 
per cent are edited by the advertising 
manager. The sales department is re- 
sponsible for 20.9 per cent of the sales 
house organs, but only 11.7 per cent 
are edited by the sales manager; in 
27.4 per cent of the cases the work is 
done by someone with other general 
duties in the sales and advertising de- 
partments. 

Fifty-three per cent of the publica- 
tions are produced by one person. Two 
persons devote considerable time to 
getting out 26 per cent of them; three 
persons on 1§ per cent; and four or 
more on five per cent. About 30 per 
cent of the editors write all of the ma- 
terial going into the paper; 16 per 
cent write 50 per cent; and there is a 
higher percentage of material written 
by the editor for sales house organs 


than for other kinds. 


Outside Material and Payment 


Material not written by the editor 
staff 


or his which appears in sales 
house organs usually comes from dis- 
trict or branch managers, salesmen, 
engineers, dealers, sales managers, de- 
partment heads. In most cases the 
salesmen and dealers are urged to con- 
tribute on specified subjects. In one 
case each salesman who does not send 
in something for an issue is listed in a 
“Missing” column. 

To make the salesmen of one com- 
pany feel they are actually the editors 
of the publication, a sticker with their 
name on it is pasted on the masthead 
of the 


Edited by George Baader and others. 


copy they receive, reading: 


In several instances, salesmen are 
paid from $5 to $10 for their con- 
tributions of articles which are pub- 
lished. The contest idea is used fre- 
quently to get salesmen and dealers to 
submit sales ideas and reports on how 
they closed difficult sales; prizes of $5 


and $10 are awarded. One publication 
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gives a radio for the best sales idea 

the month if accompanied by a phot 
graph, otherwise only $10. In a “Bon 
for Bloodhounds” contest, $5 and $! 
was given for articles telling abo 
the most unusual uses made of 1 
company’s product. 


Frequency and Circulation 

Fifty-nine per cent of sales hou 
organs are published monthly; 14 
per cent are quarterlies; 12.9 per cx 
are issued bi-monthly; 4.8 per cent 
bi-weekly; three per cent, weekly; on 
only is issued semi-weekly—a fou: 
pager with 300 litho 
graphed. 


circulation, 


The circulations range from 80 to 
26,000; the mean circulation is about 
2,000 copies. 

Distribution of sales house organs 
usually made by mail except for hom« 
ofhce copies. Some dealers prefer to 
have such publications sent to them 
in bulk for 
while others gladly supply the sales 


their own distribution, 


men’s names and address for direct 
mailing. Only in a few cases are sal 


house organs sent to stockholders. 


Some of the publications are cd 


W here en 


velopes are used, only a few ha 


signed for self-mailing. 


more than the corner card printed on 


them. About 80 per cent include 


return postage guarantee. 


Size and Number of Pages 


Sixty per cent of sales house orga 


are 8'4x11 inches in trim siz 
Eighteen per cent are in the tabloid 
news style bracket, while nine per cent 


1 


range from 4!'4x5'2 to 5x103 
Four pages constitute 40 per cent 

of the sales house organs; 9.6 per cent 

have 12 pages; 6.4 per cent each h 


eight and 16 pages, and the san 


number consist of only one page. 1 
publications regularly run 32 pag 
and one, 40 pages. Some of those v 
the fewer number of pages are iss 
loose leaf and punched to fit bind 
supplied with the initial issue of « 


year. 
Printing and Paper 

About 52 per cent of sales h 
organs are produced by letterpress; 
per cent use some form of lithograp 
and about 10 per cent are turned 
by mimeograph. Sixty-three per 
are printed in one color, usually b! 
except some of the tabloids ™ 
simulate rotogravure with brown 


(Continued on Page 62) 
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By FRED W. PEDERSON 


\dvertising Department, The Trane Company, LaCrosse, Wis. 


A Plea {or Cosmeration in Getting 
Anplication Data 


Advertising managers should sell management on the 
value of being represented in the advertising of others 


@ LIKE SCORES of other advertisers 
throughout the country, our attention 
is being centered more and more on the 
participation of our company in proj: 
ects related directly or indirectly with 
national defense and to the application 
of our products for national defense 
purposes. Such attention naturally 
creates an entirely new field for ad- 
vertising endeavor—new subjects for 
house organ features and national 
advertisements, new industries, the 
Army and the Navy. Everything :s 
new. There is a new approach—yes, 
ind new taboos. 

With American industry so vitally 
uctive in the national defense of our 
country, it is only natural that there 
are certain restrictions, limitations, 
ind taboos in regard to heralding this 

tal activity. The average advertiser, 
| am sure, expects this and takes every 

ble step to conform with new 
ulations and procedures. There is 
tor caution and restraint. 

'lowever, it is bewildering, to say 

least, to encounter an amazing 
of consistency of policy toward 
rtising on the part of various 
ifacturers. As suppliers to indus- 
we are in constant contact with 
erns of all types all over the 
\try, yet it is impossible to discern 
unanimity of opinion even on the 
of the firms in the same field. 
times we are astonished at the 
il and courteous cooperation re- 
1. On other occasions, we are 
fled where we least expect it. 

re’s the typical pattern: Manu- 
irer A does not want to be pub- 
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licized, will not allow photographs to 
be taken in his plant, frowns upon 
any mention of his name and offers 
as sound reason therefore the fact 
that his plant is crowded with govern- 
ment orders and consequently is not 
a permissible source of publicity. But 
right across the street is Manufacturer 
B who has an even larger plant devoted 
to the manufacture of equipment even 
more necessary to the government and 
to national defense. Manufacturer B 
relishes the idea of publicity, assists 
in making it possible to secure photo- 
graphs and extends every possible co- 
operation. For instance, we have ex- 
perienced cordiality, courtesy, and 
cooperation from practically all lead- 
ing aircraft manufacturers—and as a 
group, they certainly come under the 
vital industry classification at the 
present time. 

Recently, a foremost manufacturer 
of airplane engines released photo- 
graphs showing the elaborate testing 
arrangement for these engines—and 
justifiably so, since these photographs 
reveal nothing of a secretive or un- 
disclosable nature but still demon- 
strate, quite properly, the care that 
is taken to assure a perfect product. 
But the fellow next door says “No.” 
He doesn’t even want his name spoken 
above a whisper. 

It’s all very mysterious. 

I wonder if a certain amount of this 
avoidance of publicity isn’t engendered 
by a “can’t be bothered” attitude 
coupled with the false security which 
a current, but temporary, ample back- 
log of orders creates. It is easy to 
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appreciate that any organization’s at- 
tention cannot or should not be di- 
verted from the primary and essential 
task of producing its national defense 
materials. On the other hand, prac- 
tically every far-seeing enterprise of 
any stature at all has an advertising 
or publicity department or at least 
a public relations counsel to handle 
all pertaining matters tactfully and 
gracefully and in a spirit of mutual 
understanding. 

Any private organization with an 
anti-publicity complex could profit- 
ably take a cue from_ publicity- 
conscious governmental agencies and 
from the army and navy themselves. 
The expanded Public Relations Bureaus 
of both the army and navy are lend- 
ing invaluable assistance to advertisers 
at this time and are doing so in an 
entirely courteous and cooperative 
manner which creates both good will 
and respect. 

But meanwhile, it’s very discon- 
certing to write to Manufacturer A 
and get a blunt turn-down, while 
Manufacturer B bends over backwards 
to give you what you want. 

Let’s have a little more corisistency 
in the right direction and an honest 
effort on the part of all manufacturers 
to understand the changing picture of 
advertising — particularly industrial 
advertising, where a spirit of coopera- 
tion now will be fully returned later 
with good will and public appreciation 
with interest. Industrial advertising 
men can work toward this objective 
within their own companies and there 
be of great assistance to each other. 
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By ANTHONY ANABLE 
Advertising Manager, The Dorr Company, Inc., New York 






" Toke an Ad—Please" 


Here's how one advertising manager dramatized the 
process of building an ad to the company personnel 







Epiror’s Note: The following article M”, ad 
and illustration originally appeared in YY f) MEANS JO FAAE AD oad 
“Dorrco Doings,” internal house organ of fe. 

The Dorr Company, Inc., to explain to 
members of the organization and espe- 
cially its sales staff just what goes into 
making of an ad and to create a better 
appreciation of the task 









@ IT’S NOT so simple as that—as 
asking your secretary to get out her 





pad and take a letter. Yet it’s surpris- 
ing how many look at advertising, 
which really is salesmanship in print, 
like dashing off a letter, which is 
salesmanship on a letterhead. Possibly 
a few words on the A.B.C. of a Dorr 


ad are in order. 





Flash, an idea, or rather just the 
ghost of one, puts the wheels in mo- 
tion. Let’s, for example, tell the field 
about those exciting Biofiltration re- 
sults being hung up at Petaluma, Calif. 
Maybe the idea originated in the ad- 
vertising department, touched off by 
a glance at a sales engineer’s report. 
Perhaps it came from the sales manager 
or was suggested, as so often is the 
case, by the sales engineer on the job. 








At any rate it is an idea—a good 
one—so let’s see it round into shape. 











Five jobs lie ahead—writing copy, lay- 
ing out page with illustrations, making 
cuts of photos and setting type, get- 
ting sales department, executive office 
and patent department to O.K. for 
publication, and finally deciding what 
magazines to use. 

Copy writing is a habit and pretty 





much a matter of taste. Te ig Lh 

c er of taste. Tell a straight, we Use CF AMY RETEMBLANCE TROE O% FAUCED To CHARACTERS O8 SrrURTIONS WW EZAL LIFE, 15 
clean story. Cite advantages and quote PeRRey ACCIDENTAL , COMI DENTAL ,(RRELEVANT  UAMATERIAL AnD SENOE THE Pour ~ 
data to back them up. Be brief, but — — ” * Age. var. 


not too brief ¢t ake y i i a ee : 
( < le oO make your point. This page cartoon illustrated an article in Dorrco Doings which explained to memt 


Avoid like the measles these meaning- of The Dorr Company, Inc., how an ad is built from conception of the idea to its final C 
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Simmons-Boardman Publications 
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One of the most attractive pieces of advertising in business papers today is this full- 
color insert of L. H. Gilmer Company which has the corrugations of the Gilmer Kable Kord 
belt embossed in the picture of the belt down the right side of the front page, thus 
emphasizing one of its featured sales points while the copy discusses its practical value 


less “weasel words” —big gest, best, 
cheapest, maximum, minimum, efh- 
ciency and the like. Cut out those 
weak qualifying adjectives and adverbs 
and stick to good, unmistakable 
Anglo-Saxon nouns. End up with a 
real incentive to buy or at least to 
have a closer look and a talk with 
a Dorr engineer. 

Now, layout. It must head up with 
an arresting headline. Data, especially 
if in tabular form, must be made in- 
viting and easy to read. Advantages 
must be spotted so that they jump 
right out of the page and clamor for 
attention. Finally, the various units 
must harmonize in logical sequence 
trom upper left to lower right corner 

the track of the reader’s eve. 

Cuts and diagrams tell the story 
better than a thousand words. It’s a 
photo age, so let’s give illustration 
forty percent of the page area. First, 
i photo to show what it looks like: 
then a diagram or flowsheet (look out, 
Patent Dept.) to show how it works; 
finally, perhaps, a close up of some 
mportant detail. 

Now copy and rough layout are 
ready to run the gauntlet f the 
doubting Thomases.” Sales depart- 
ment won't O.K. till it’s sure that 
the sales arguments will stand up and 
hold water. Patent is worried about 
litigation, Siving away secrets and 
saying too much. Executive office 
wants to be sure it doesn’t conflict 


with policy XZ-100 M. It’s a lucky 
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ad that gets three O.K.’s the first run. 
The majority are rewritten several 
times before they make the grade. 

Art work next, and that averages 
eighteen percent of the cost per page. 
Maybe you never thought of it be- 
fore—but we, not the publication, 
make halftones and line cuts from the 
photos and drawings, have the type 
set and finally have the whole job 
locked up and electrotyped and sent 
to the magazine as one seven by ten 
piece of thin type metal, mounted on 
a wood block ready for the printing 
press. 

Finally, in what magazine shall we 
run the ad? Biofiltration is an S.E.D. 
subject so it means Wafer Works 
Sewerage, Sewage Works Engineering, 
Sewage Works Journal, Public Works, 
or American City. We've got their 
number from years of contact, many 
readership surveys, and cost break- 
downs per unit of the circulation we 
want. So one of these (we're not say- 
ing which) gets the call and if we 
haven't passed the publication closing 
date or deadline, we make its next 
issue and reach thousands of readers, 
a few hundred of whom will definitely 
be interested, and a score or so may 
become potential customers—we hope. 

It’s like a relay race. Idea to copy, 
to layout, to art, to and through the 
O.K.’ers; to and through the plate 
makers, typographers and electro- 
typers; to the magazine, to the reade1 
and to the buyer. Multiply this 195 
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times (195 Dorr ads in 1940) an 
you'll get an idea of a relay race « 
marathon length, with a score of maj 
deadlines a month and a hundred 

so minor ones. We use thirty-fi 







technical magazines with a total ¢ 





culation (not counting overlaps) « 
at least 200,000. Their readers are 







cross-section of our major sales fields- 





sanitary, chemical, metallurgical, pul 





paper, cement, sand, and general indu 





trial processing. 





It costs us 1'% cents on every sal 





dollar to advertise, including bulletin 





publicity, expositions, calendars and 
the whole bagful of promotional 
props. We can make a call by an ad 






at about 15c per man. It’s cheaper 





than a sales call or a sales letter, but 





obviously nowhere nearly so good. But 
it does keep the name in print, tells 
the story of what we have to offer, ‘ 








explains why you should have one— 
in short, skirmishes ahead like light 
infantry and paves the way for the 
big guns and heavy tanks of the sales 








force. 
A couple hundred thousand words 
of ads, etc., go out each year. Mistakes, 









usually minor ones, creep in through 
the laws of probability of error. 
We hear about them soon and often 
acrimoniously. It is a wonder, though, 










that there aren’t more, considering 






that we are playing with printer’s ink 


































—dynamite in type. And we get 195 
follow-ups a year to keep us on our 





toes—not from our real bosses but 





from thirty-five magazines shouting 





for their ads, anywhere from ten days 





to two weeks before they go to press. 





It is a crazy business for engineers 
to be in. As a wise old advertising man 
once said, “You don’t have to ‘x 
crazy to be in advertising, but if you 
are it is a great help.” 

Take an ad—please. No thanks, n 


tonight. But we'll write you a sales 





letter. 





Bloch Opens Agency 


H. George Bloch, who formerly ope: 
his own agency in Switzerland and 
recently been account executive w! 
eral St. Louis agencies, has opened 
agency under his name in St. Louis 
following accounts are being served: M 
Coil Company, National Bearing M 
Corporation, Metal Goods Corpor 
and Airtherm Mfg. Company, all 
Louis; Lewin-Mathes Company, East 
Louis, Ill.; and The Continental E 
Corporation, New Bedford, Mass 


Mace Adds Electric Porcelain 

Mace Advertising Agency, Peoria, 
has been named by Illinois Electric P 
lain Company, Macomb, to handk 
advertising 
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gencral reaction to poor layout was'‘messy”’, 
‘yu ly” and “muddly”’. 

We've reproduced a few of the adver- 
tisements meeting with favor, along with 
a comment representing the consensus of 
their opinions. Of course, they didn’t all 
agree On every ad. (Yet it’s interesting to 
note that though they were interviewed 
separately, all rated as “first choice’’ the 


G.E. page on Sodium Lighting. ) 


As a sign off to this review, we'd like 
to peer into the future with you—to the 
time when wars are over, and the old 
competitive scramble is in full force again. 
You'll see faces of men like these in your 
crystal globe, controlling the big orders 


shat « y 
Yall jOH get... 


or lose. Selling them will 


be tougher then, because their likes, dis- 


likes, habits and prejudices will be formed. 


dt LA 


But today their minds are wide open. 
And that perhaps, is one of the best rea- 





sons for continuous, dominant, and infor- 
mative advertising right now — as Sales in- 


surance for the future. 


Ret $ sh; ots Lb] : P 
¢ fPis entire erle fe on request. 


Write Market Research Department, Electrical World, 
Vi f j2nd Street, N.Y. ¢ 
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“100% Il! Fine application data . . . 


suggests practical idea . . . color makes 
it look just right . . . best in the bodk!" 


“it tells what they make, where it's 
used, and situation on deliveries . . . 
you can't ask for anything more!” 





How do Yass measure the efficiency of 
insulating moteriols? 





Peraetrice @# 




















“You can pick ovt the feoture that's 
most important to you and get details 


. « » Bakelite always uses these neat, 
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“Always look at these because diagrams are swell . . . picture so good you 
don’t need a lot of headwor: . . . I'm working on boilers right now, so. . .” 
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“Those numbers and illustrations get 
the story over with very little effort 
. + + | like to look inside equipment.” 





Sales Promotion... 


Ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 





Campaign to Help Dealers Combat 


@ AT THE Triple Mill Supply Con- 
vention held in May, considerable dis 
cussion centered around an apparent 
trend back to direct buying by many 
industrial plants. ‘Where there is 
smoke, there is fire,”” thought George 
L. Abbott, vice-president, Graton & 
Knight Company, Worcester, Mass., 
and he decided to do what he could to 
help his distributors prevent such a 
trend from becoming a fixed policy. 

Late in June, therefore, Graton & 
Knight announced to its distributors 
a special promotional campaign to help 
them curb any increased direct buying 
among their customers and prospects. 
The campaign consists of mailing 
pieces and a novel folder-calling card 
for the salesmen, both emphasizing 
the distributor’s capacity to render 
prompt service on all leather belting 
problems. 

The campaign is based primarily on 
the idea that the main reason for in- 
creased direct buying in the last year 
or so has been delayed deliveries from 
distributors, W. T. Cox, advertising 
manager, explains. The central theme 
of the promotion material, therefore, 
is Graton & Knight’s distributors’ fa- 
vorable position to give immediate 
service on leather belting. In addition, 
the campaign deals with other reasons 
which may be favoring buyers going 
direct to manufacturers, such as dis- 
tributor salesmen being so busy follow- 
ing up orders that they are unable to 
do a 100 per cent job of covering 
their territories, seeing new men, and 
ictively selling the many products 
they have to offer. 

As a start, the campaign consists of 
two parts: the first is a mailing piece 
to be sent out in the distributor's name 
explaining his delivery position on 


leather belting and that his own stocks 
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Direct Buying 





Colorful portfolio mailed to Graton & Knight distributors outlining a special promotion plan 
to help curb increased direct buying. The campaign consists of mailing pieces and novel sales- 
man's calling card quickly flashing the message that the distributor can effect immediate 
delivery on leather belting requirements because of the vast G&K stocks. A fifty-two per cent 
response has been received from the mailing, including much praise from distributors for plan 


are backed up by Graton & Knight, 
who is tanning more hides than any 
other industrial leather tanner has in 
history. 

The second part is a “self selling” 
calling card imprinted with the dis- 
tributor’s name and that of his sales- 
man. The folding card is about 3x1 
inches, and inside presents a brief mes- 
sage on the availability of Graton & 
Knight belting. This card is for the 
salesman to leave on his calls so that 
his message will be spread widely and 
quickly in lasting form, even though 
his time is at a premium. With the 
distributors’ permission, the imprinted 
cards are sent to the salesman’s home, 
together with a letter from Mr. Ab- 
bott, impressing him with the impor- 
tance of the campaign and the re- 
liance he may have in G-K to back 
him up. 

The mailing pieces are sent out in 
the distributor’s name by Graton & 
Knight to a list supplied by the dis- 


tributor. A copy also goes to the man- 


agement of the distributor and to each 
of its salesmen with a short note from 
Mr. Abbott pointing out that the 
campaign is being conducted to help 
them get more business. 

The idea was sold to the distributors 
by means of a portfolio titled ‘Sell 
"Em What You Can Deliver.” Direct 
ing the reader to the inside, three lines 
of copy read: “Here are two ideas you 
can use to get immediate profits du 
ing this period of delayed deliveric 
On the inside, the plan is brief! 
presented and samples of the ma 
ing piece, folding card, and an 
order form are held in a_ poc! 
running the length of the botton 
the spread. On the back page, the ¢ 
tributor is given a couple of paragt 
on Graton & Knight’s product 
capacity and this pledge: “Our 
duction goes to our distributors. ‘ 
distributors served us well when 
dustrial activity was down. In ret 
we'll do our best to give you 


promptest delivery now”; then clos 
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UGEVE SCANLON, Advertising Manager, 
JOUNSON BRONZE COMPAM 


"NEW EQUIPMENT DIGEST must have excellent plant coverage as our 


inquiries come from all types of worthwhile plants throughout the indus- 


S ays ° 
trial areas of the country." 


RIGHT, Mr. Scanlon, BECAUSE... 


Distribution of New Equipment Dicest is carefully planned For advertising that will “do-a-job” in 
according to a definite formula which places copies in companies ; ‘ : 
where known responsibility and purchasing power can be deter- every branch of the industrial market—for 
mined rather than through the personal requests of individuals coverage of your major markets and your 
sane ae fringe markets—for penetration to the 

NED covers 32 industrial classifications with more than 50,000 aA 
copies every month . . . state and industry distribution being in source of recommendations, specifications 
direct proportion to the dollar volume of production in that state and actual orders—for all these plus low 
and industry as reported by the L. S. Department of Commerce, bs 
ENC Ee Tam advertising costs, use... 


NED penetrates to the source of buying 







power ... the management, operating and 


New Eovrepmenr Dicesr 


Afiiliate i with the Penton Publishing Co. 


purchasing executives. 


\NED’s flexible distribution permits re- 
PENTON BUILDING e CLEVELAND, OHIO 


110 E. 42nd St 520 N. Michigan Ave. 5941 Nassau Rd 
NEW YORK CHICAGO PHILADELPHIA 


adjustment of distribution to conform with 


changing industrial conditions. 
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Visitors to the American Telephone and Telegraph Company building, New York, viewing an 






exhibition of industrial photography by The Western Electric Company with the theme, 


“Communications and Defense.’ 


The inspiring series of prints showing telephone equipment 


in the making and in action on the defense front were made by Holmes |. Mettee, noted 
Baltimore photographer, on a tour of company's plants and typical defense establishments, 
army camps, airfields, Navy and Marine bases. Exhibition of the prints will be made nationally 


Sales Promotion . 





with a box featuring “3 Steps to Im- 
mediate Profits,” which are: to have 
adequate stocks, use the promotional 
campaign, and make a special effort 
to sell Graton & Knight leather belt- 
ing. The portfolio was mailed to the 
distributors with a letter from Mr. 
Abbott and timed to reach them just 
after a telegram telling them it was 
coming. 

Within two weeks after the port- 
folio was mailed, fifty-two per cent 
replies were received accepting the 
plan, and it is known that many more 
will use it just as soon as they can 
prepare their mailing lists. 


The portfolio is 8'4x11 inches in 


ze, made of orange antique finish 


Buckeye cover stock The small typ. 




















Spot recording is becoming a great attrac- 
tion in exhibits at industrial shows. Here is 
a view of a “man on the street” interview 
being done in a recent exhibit of Container 
Corporation of America. The recording is 
given to visitor as a souvenir of the event 
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was printed by letterpress, but the dis- 
play lines were done by silk screen 
process in black and light blue, which 
contributed to its brilliancy. The 
pieces were designed and produced in 
coéperation with the company’s agen- 


cy, James Thomas Chirurg, Boston. 


+ 
Wifies Will Spur Men 
In Sales Contest 
@ “BE SURE to get that big order 
today, Sweetie,” and “Did you get 
that Jones contract, Darling?” will be 
the tune of morning and evening com- 
mands and greetings received by sales- 
men of American-Marietta Company, 
Chicago industrial paint manufactur- 


er, for the next few months during a 








0 10° \RARPINENS \ 10m 


“Go American”’ sales contest in whic 
the wives will share the awards. 

The contest, designed to increa 
the company’s dealer organization a: 
further the sale of new products, 
confined to the staff of thirty fx 
salesmen—and their wives. The cor 
petition will run six months and 
awards will be winter tours. Wh 
first planned, the schedule included 
cruise on the liner America, but sin 
it has been converted into a troo 
transport, the first prize will be 
cruise on a White Star liner whic 
covers the Caribbean from Nassau and 
Kingston to Panama and Costa Rica 
The contest name, “Go American,” 
tied up with the name of the company 
and the first liner selected. 

The second prize will be a two-week 
trip for husband and wife to Mexico; 
third and fourth prizes are one week 
stays in either Palm Beach, Hor 
Springs, Ark., or Palm Springs, Calif. 

The contest was announced to the 
thirty salesmen with an elaborate hand- 
made brochure telling the whys and 
wherefores of the competition and in- 
cluding travel folders and illustrations 
highlighting the interesting scenes the 
winners will see. It is being promoted 
by a weekly series of gadget letters 
addressed to the salesmen and _ their 
wives at their homes. The gadgets 
consist of good luck pieces, shark's 
teeth, maps, etc. 

The reaction from the wives has 
proved very interesting, according to 


Marvin E. Smith, advertising manager, 





OC 08 (Omsms 08 510m . % 
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fe tt scree me ee ee Mee er eed seh deserve geet ae 









New store or window display for Carborundum sharpening stones which was issued rece 
for the trade. The piece, which is 31x2I'/2 inches in size, features five popular it 
for the summer season and may be used as a background for displaying them in the s' 
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ETAL SHOW ISSUE 


Here are some further details regarding the make- 
up of the six advertising sections: 


1. METALS 


Metals—ferrous and non-ferrous, as well as other materials. 


2. STEEL MILL EQUIPMENT 


Equipment, supplies and services of all kinds for use in steel and non- 
ferrous mills. 


3. METAL TREATING AND FINISHING 
Furnaces and heat treating equipment, refractories, metal cleaning 
and finishing equipment and supplies, coatings, etc. 

4. MACHINE TOOLS AND SMALL TOOLS 


Machine tools and metal cutting equipment of all types; also machine 
tool attachments and accessory equipment, cutting tools, abrasive 
wheels, etc. 


5. PRESSING, FORMING AND WELDING 


Presses and sheet metal machinery, welding equipment, and all simi- 
equipment for stamping, drawing, forming, heading, welding, etc. 


6. ACCESSORY EQUIPMENT AND PARTS 


I 


















tors, gears and speed reducers, belting. bearings, lubricants, mate- 
ri. handling equipment, general plant equipment, forgings, stampings, 
costings, springs, etc. 





THE IRON AGE 
100 E. 42nd St., 
New York, N. Y. 





Gentlemen: 


Please put us down fora....... page 
advertisement in your October 9 issue, 
to be placed in the section we have 
checked below: 


. .Metals 

. . Steel Mill Equipment 
. Metal Treating & Finishing 
.Machine Tools & Small Tools 
. Pressing, Forming & Welding 

. .Accessory Equipment & Parts 


COMPANY . 





ADDRESS ... 


SIGNED BY 







Sales Promotion 


UVIdIdaNn 


NIVINO) i869 





und as the first returns are being tabu- 
lated the campaign shapes up as a 


success. 
a} 


LES. 
De 


MODERN 


+ 
Wheeling “Steelmakers” 
On Air Again in the Fall 
@ CONTRACTS have been signed 
by Wheeling Steel Corporation for the 


LES. 
De 


MODERN 


LUBRIPLATE produces on 
* uitre smooth. weer rest 
we Beernng sertare 


BALL BEARING 


LUBRIPLATE 


LUBRIPLATE reduces tne 
“hen thes lewermg mein. 
fenence end pews: costs 


return to the air of “Wheeling Steel- 
makers” over the Blue Network of 


LUBRICANT » 
ws 


LUBRIPLATE resiete rust 
* Cerresen end pitting 






LUBRICANT 


Most LWBRIPLATE products 
Sere white, LUBRIPLATE 
evseres (leon lve omen 





the National Broadcasting Company, 




























LUBEIPLATE cutters ord 
+ mer lebron many hmes 


ge “a. 


|=... 


starting Sunday, Oct. 5, from 5:30 to 
6 p. m., EDST. 


Featuring talent drawn from the 


Th): LUBEIPLATE 9 ecomomerel, 

a) *@ lttte goes © long wey 
LUBRIPLATE «5 evodobie rm 

= Borh Muid ond greene types 
wth © wide variety of wie 
coethes end dereihes 


LUBRIPLATE 


wo. 3! 


ranks of the employes of Wheeling 


Steel and their families, the program 
There is o LUBRIPLATE 

for your every 
need. LUGRIPLATE ic 
regulerly pecked in 
containers 


has steadily gained favor since it was 
first presented on the air in 1936 
Among the features of the program 
are the “Steel “The Old 
Timer,” “The Singing Mill Men” and 


a real hillbilly group of seven West 


Sisters, covering the use of 
LUBRIPLATE for the 
industry in which you 
are interested. 


FISKE BROTHERS 
REFINING CO 


FISKE BROTHERS 
REFINING CO 


Or LUBRIPLATE ay 


Virginia coal miners, one of whom is 
1 McCoy and another a Hatfield, mem 
bers of the two families once famous 
for a feud. 

The “Wheeling 


probably the outstanding example of 


Steelmakers” are 
THIS TUBE CONTAINS 


1 musical program furnished, devel- LUBRIPLATE 
oped and staffed by industrial workers 


whose interest in music is an intense No. 


Printed blank of a new carton Fiske Brothers Refining Company, Inc., has adopted for its 
one pound tube of Lubriplate sold through industrial distributors. Besides being a con- 
venience in handling, the carton has been utilized to show the tube in actual size, illus- 
trate three applications, talk about the different types of the product and some of its 
general advantages. E. M. Freystadt Associates, Inc., New York, is the agency 


as it is in the daily, workaday job. 
More than a thousand individual sing- 


ers and musicians have been featured 


on the program since the first broad- Steel took over an unused office build 


cast. Many of them have since en- ing in downtown Wheeling for re 
tered the professional entertainment hearsals and auditioning. More than 
held through the uncovering of their 200 auditions are held during the yea 
talents on the series. and there is a file of 1,000 employe 

The program, which was started as out of the more than 25,000 en 
a public and employe relations activ- ployed by Wheeling Steel who are 
ity, was built to provide a method of ways available for the programs. R« 
talent expression for the employes of hearsals are held on Tuesday and ] 
the company and their families. The day nights and on Sunday morni 
first broadcast was arranged merely as the day the program goes on the 
a local radio feature, but both the em- In the early development of the p 


ployes and the executives of the com- gram, J. L. Grimes, Wheeling’s 





pany were so enthusiastic about the eral advertising manager, added to 


Covered with a colorful illustrated jacket trial program, it was decided to con- 


duties that of script writer and p 
which when closed gives it the appearance 


tinue it and it has since become a na- duction advisor. Now he superv 


of a small book, a Stanley non-rising pin 


hinge was sent to architects, builders. deal- tional program, one of the company’s the program, with Thomas Whit 


ors d other th ! ee 

. anc ofners in e build “e. field as a most effective sales promotion activi- directing the musical Steelmake 

promotion piece in The Stanley Works : r : 
mpaign pushing “Three Butts to a Door 1es. and with Wayne Sanders actively h 
i the erclus sing pin feature As the program expanded, Wheeling dling the production problems. 
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MBER ONE in the 
strial and Large Building 
Conditioning, Heating 
Pining Market 


SU ae ee 
Residential and Small Building 
Air Conditioning, Heating 
and Sheet Metal Market 
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2 and Get a 


“These Directory Numb 





clude, of course, our s. 
timely articles. No skin 


Rather the Directory Sections and Preview Sec 
right) are ADDED VALUES. In short, regular is 
and PLUS PLENTY — 300 to 350-page books wit 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Anniversary Suggestions 


We are planning to celebrate our 
50th anniversary next year and u ould 
like to have some ideas as to how we 
may make the most of this occasion. 
Would appreciate any suggestion you 
may have for us. 

ADVERTISING MANAGER. 

An anniversary can always be used 
in the development of additional pub- 
licity although there is quite a ques- 
tion as to the element of customer or 
general public interest. If a customer 
believes you are a strong, aggressive or- 
ganization, he will think well of your 
long years of service. If he is not 
satished with your service, he is in- 
clined to think that you are too old 
and beginning to slip. 

The following are several activities 
that may be developed to advantage: 

1. ANNIVERSARY LETTERHEAD — 
Special letterhead may be used with an 
anniversary feature across the top or 
bottom in additional color, or a seal or 
poster stamp printed or pasted on the 
letterhead. The anniversary idea may 
also be included in a tint over the face 
of your letterhead or in the watermark 
of the paper. 

2. ANNIVERSARY BookLeT—Many 
companies have invested quite a sum 
of money in splendid historical case- 
bound books that may be kept over a 
period of years. While these are fine 
as a matter of company record, it is 
generally believed that they are of more 
interest to the company than to its 
customers and so the expense is ques: 
tioned. A simple, dignified folder, or 
a tour- or eight-page booklet declaring 
the occasion and giving a brief picture 
of the company service if well done 
seems to get about as much attention 
as one is willing to give another com- 


pany on such an occasion. 


3. COMPANY MacGazine—If you 
have a company magazine, a special 
issue may well be printed featuring the 
occasion, 

4. Girrs, GaDGETs, ETCc.— Many 


companies like to use the occasion to 
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present their customers with a gift 
such as an automatic pencil, calendar, 
medallion, etc. These have all been 
successfully used by representative 
companies. 

§. GENERAL ADVERTISING—Only a 
very limited amount of space from 
your schedule should be used for spe- 
cial anniversary advertising. However, 
an anniversary seal or simple state- 
ment may be used throughout the 
year in connection with the advertis- 
ing of your regular line. 

6. Parties, BANQUETS, ETC.—An an- 
niversary always presents a very worth 
while opportunity for employe or cus- 
tomer parties, banquets, etc. Employe 
get-togethers on such occasions are 
helpful to the spirit, loyalty and en- 
thusiasm of the company. Customer 
parties are much more difficult because 
there is always a problem as to who 
should be invited—all the companies 
that were founded the same year as 
your firm, all those that have been 
customers for the past twenty-five or 
fifty years, or your best present cus- 


tomers and prospective customers. 


Air Condition this year? 


= 
MB. DO-ODLE SATS 


“Yes” 





Carrier Corporation uses a couple of car- 
toon characters to register sales points 
against hesitation on part of bankers to 
air condition office buildings in the summer 


In some cases, companies have em- 
ployed special publicity counsel! jn 
order to help them take full adyan- 
tages of the occasion. 

This outlines the most generally ac- 
cepted activities. If you have any 
question regarding any particular plan, 
we would be glad to hear from yo 


Keying Advertisements 


| am writing to ask if you have ever 
published any articles on the su t 
of department hey letters versus street 
address keying for industrial advertis- 
ing in periodicals. If you have not 


published such a story, can you giv 
me some hel p on this now? 
ADVERTISING DEPARTMENT. 


We prefer keying by street address 
rather than by department as of those 
who reply a great many will fail to rec- 
ognize the importance of noting the 
department. They will not recognize 
the street address as a key and so prob- 
ably include it without error. How- 
ever, when street addresses are used, 
it is more necessary to watch your 
mailing room closely in order to 
check results. 

Some advertising men prefer using 
fictitious street names rather than dif- 
ferent street numbers as this is more 
significant and less likely to be lost 
track of in your own business. 


When to Bring Out 
New Products 


Has anything been printed recently 
discussing the advisability of when to 
bring out new  products—whether 
products developed to the marketing 
stage should be held over until after 
duration, or whether they should be 
launched right now? It would, of 
course, be interesting to know hat 
the advantages and disadvantages are 
in bringing out new items now and 
later. 

| think that most manufacturers are 
in somewhat the same boat. With one 
eye on the future, they are thinking 
about new products, while they ar 
still trying to figure out a wa) keep 
up with the orders on hand. 

Would appreciate any suggestions 
you can give me. 

ADVERTISING MANAGER. 


Product development and earch 
work should be a continuous program 
in every company. Under conc:tions 
such as prevail today when plants have 
more production problems tha they 
can conveniently handle and = 

the 


are not the principal concern 
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THAT'S WHY... 


: subscription renewal rate has reached a new high. 

- net paid circulation, up a thousand in 6 months, is 
now over 20,600—higher than at any time since World War L. 

. orders like Mr. Bunnell’s have been flooding in for 
reprints to aid in defense instruction both in schools and in 
industry. 


- over 100,000 reprints of the Working of Materials sec- 





tions — each a compact handbook of practical data on a 
specific important material — have been sold. 

- tens of thousands of reprints of our special Armament 
sections have been distributed to arsenals, Ordnance offices, 
and Metal-Working. (Each section gives exclusive, factual, 
information on making some armament item, and one ap- 


f those pears in every issue.) 


»>Tec- 


- 8 Armament sections on shell making, compiled in a 
128-page book, sold over 1,000 copies, at $1.00 each, in a little 


ny the 
[ognize 
.) prob- 
How- over 3 months. 
c used, 7 
piss: - those shell books were sold almost exclusively through 

der to advertising in American Machinist. 
- advertising in American Machinist increased 24% over 


1940, during the first 6 months of 1941. 


r using 
an dif- 
; more 


be lost 


125 new advertisers used American Machinist during 


the first half. 


ecently 
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hether 
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-»»- SAY HUNDREDS OF SHOP EXECUTIVES 


your advertising to busy, buying, Metal-Working will 
reach more important people, more intensively, through 
nhing ; American Machinist. 


rions 
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they 
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the A McGRAW-HILL PUBLICATION 
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YES, 1 SAID OVER 8 0% 
Pr BELIEVE WE Cam CUT YOUR 
WASHING WATER REQUIREMENTS 
BY AT LEAST THaT! 
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CHAIN BELT COMPANY OF MILWAUKEE 
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REX OIL WELL CHAINS 


CHAIN BELT COMPANY OF MILWAUKEE 
ete tees ae ee Owe ee 
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‘The Rex Man" is more than a character being used in the new continuity series of 
Chain Belt Company, Milwaukee. His pictures are those of actual Chain Belt salesmen 


and the case studies are based on their 


reports. 


The campaign is receiving unusual 


attention and causing considerable comment. The Buchen Company, Chicago, is the agency 


day, we feel the introduction of new 
products should be withheld until they 
may be used to greater sales advan- 
tage. In the meantime, the advertis- 
ing department should get the promo- 
tion program ready to launch at a 
moment’s notice; and just as soon 
as there is any indication that the 
present rush of defense business is on 
the wane and plant production must 
be replaced with other items, the sales 
and advertising program should be re- 
leased with full force. 

We would not, however, advocate 
withholding of any new product or 
improvement of an old product which 
would aid in increasing the produc- 
tion of our defense program. But 
most companies are in no position to 
add to their production problems to- 
day. Some have gotten around this by 
reducing the number of models of a 
line of products and improved one or 
more of them to include all desirable 
features and then concentrating their 


entire production on the shorter line. 


How to Sell NIAA to 
Management—a Better Answer 


In our May column we indicated 
the importance of attendance at the 
NIAA annual meetings and gave a 
Suggestion or two as to how to sell 
management on the importance of 
keeping up with others in your field. 

Herb 
manager, Magnus Chemical Company, 


has a 


Mercready, sales promotion 


better and more 


interesting 
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answer to this problem, so we will 
quote his letter verbatim: 


I could not help but note on your 
page in the May INDUSTRIAL MARKETING 
the comment from the advertising manager 
who wants to make attendance at NIAA 
conferences ring the cash register with 
his boss. As I have some very definite 
thoughts on this subject, I will pass them 
along for what they are worth, and if 
you get a chance to slip them in a future 
issue of your column, all right—but | 
hope you can surely pass them along to 
the person who inquired 

I have probably made NIAA bring back 
benefits as much as anyone, so I mention 
these from my own experience, as well as 
include some from others. During the 
past two years, which stand out the most 
vividly in my memory, I can definitely 
list the following as resulting from attend 
ance at NIAA conferences 

Creation of a new sales study plan 
for our salesmen 

A new and improved system of analyz- 
ing sales 

A new plan of territorial analysis 

A new slant for our trade publication 
advertising copy 

An improved method of setting up our 
advertising budget for the year 

A system of filing technical data and 
information which salesmen have raved 
about, replacing a previous contusion on 
this score 

Acquiring the means of creating new 
markets and developing existing products 
to a greater degree, which is resulting in 
definite plans in both these directions— 

The encouraging of salesmen to sell 
more materials to existing accounts through 
a comprehensive plan 

The creation of a better plan oft co 
operation with trade associations 

The creation of a better plan of co 
operation with equipment manutacturers 

The creation of a customer analysis job, 
long needed 

I could go on and make this list much 
longer, but I would rather have you get 
more of this from other people. I think 
it all boils down to a fellow getting out 


of these things just what he puts int 
them and in proportion to his powers 
observation and inculcation 

The chief thing, as I see it, is for 
fellow to think and plan to take hor 
things to his boss that have a defin: 
dollar and cents ring to them, whic! 
the only kind of ring or sound that ma 
agement appreciates. Naturally, the fi 
time is the hardest. And, just sending 
notes of what happened at a confere: 
is not the answer. It needs a translat 
of the things which one has heard int 
definite concrete plans, which that < 
cern can use to its own advantage. 7 
boss cannot or will not make the adapt 
tion himself. The NIAA member must 
that for him 

I recall one NIAA member who 
tained an idea on employee relations fr 
one NIAA conference which has enabk 
his concern to be without a strike fr 
that day on. Another NIAA member 
up an improved trade exhibit plan, as 
result of material which he obtaine< 
an NIAA meeting. A year or so ago, s 
eral NIAA members told me that 
were able, from this conference, for 
first time to obtain material which : 
only helped them justify needed trips 
the field, but gave them a systematic way 
to plan to get away for such trips 

I find that I never grow so stale 
when I sit at my desk. And, while I was 
not so freely able to convince management 
5 or 6 years ago, today, as a result of th 
ideas brought back from field trips, 
well as NIAA sessions, I have no difficulty 
in getting away any time I wish 

So, the whole problem is in the har 
of the individual. It is up to hi 
translate what he obtains at NIAA 
ferences into worthwhile usable ideas, fror 
which his own company can benefit. Anx 
after they have benefited on a few 
these, there will be no question as t 
their being sold on NIAA conferen 
attendance. But, somebody has got to d 
a sales job first 


EAC Members Favor 
Exhibition Participation 


Eighty-one per cent of the fifty-three 
replies received by the Exhibitors Advis 
Council in answer to its inquiry regardi 
exhibition participation in the near fut 
are in tavor of continuing participati 
Of this number, 54.7 per cent voted 
full, and 26.4 per cent for curtail 
participation 


Crawford Elected President 
Edward Valve 


William F. Crawford, vice-president 
the Edward Valve and Mfg. Comp 
East Chicago, Ind. since 1937, and 
merly advertising manager, has |! 
elected president. He succeeds his 


recently deceased 
Frey Adds Hycon 


Hydraulic Controls, Inc., has appor 
Charles Daniel Frey Company, Ch 
to handle its advertising for Hyco: 
compact device employing a new tech: 
for the transmission and contr 
hydraulic power at high pressure 


Roxalin Promotes Horgan 
5B. wD 


Horgan, since 1937 advert 
and sales promotion manager, Ri 
Flexible Lacquer Company, Eliza 
N J ° has been named general 


manager 


‘ 
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DEFENSE WORK ., 


MAJOR BRANCHES OF 
THE METAL INDUSTRY 






The American Society for Metals’ big National Metal 
Congress and Exposition will again be thoroughly pre- 
viewed in the October issue of the Society's monthly 
magazine, Metal Progress. 

As usual, this preview issue will be much more than 
a Show number. It will be the Annual Reference Issue 
with the finest package of engineering data sheets 
available anywhere—PLUS a special extra feature on 
the defense program. 

A series of eight sections will deal with defense work 
in the eight major branches of the metal producing and 
working industries. Each of these sections will be a 
magazine in itself, with its own cover, editorial and 
advertising pages, each devoted to one branch of 
industry with one outstanding author in each field dis- 
cussing defense work and progress. 

Your advertising in this October Metal Show Issue 
will benefit by: No. 1—The timeliness of the Show Pre- 
view ... No. 2—Location of your advertising in those 
sections devoted to defense work in the branches of 
industry you sell... and No. 3—The long life of your 
advertising insured by the important reference nature 
of the engineering data sheets. 

Advertising rates will not be increased for this out- 
standing issue. The low Metal Progress advertising 
rates and low cost per reader for more than 13,000 
net paid circulation make this the year’s best adver- 
tising buy in the metal industry. Select your sections 
ai the right and reserve space now. 


Meet the Metallurgical Market in its Own Magazine 
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Trends 


A review of conditions within industries which influence industrial 
merketing procedure, written by editors of business papers 





Shipbuilding Calls for 
New Type of Equipment 
@® SHIPBUILDING now tops all 


previous efforts in ship construction 
in this country, with 1,475 merchant 
and naval vessels of 8,281,265 tons 
under construction or on order. Amer- 
ican shipyards are now building 761 
merchant vessels of 5,862,615 gross 
tons and 714 naval vessels of 2,418,- 
650 displacement tons. Merchant ship- 
building has increased 186 per cent 
so far this year and is more than four 
times the tonnage building a year ago. 

The enormous expansion of the na- 
ton’s shipbuilding capacity is shown 
by the fact that shortly there will be 
twenty-nine yards with 186 shipways 
operating at full capacity building 
merchant ships, as compared with ten 
yards with forty-six ways in 1936—a 
four-fold increase in four years. Of 
the 741 merchant vessels now included 
in the national defense program, with 
» total deadweight carrying capacity 
of more than &,000,000 tons, it is ex- 
pected that 1,250,000 tons will be 
delivered in 1941, 3,000,000 tons in 
1942 and, with other ships to be or- 
dered, 5,000,000 tons in 1943. 

Of the 705 merchant ships, costing 
$1,625,000,000, so far ordered by the 
exclusive of 


Maritime Commission, 


those being built under British order or 
tor private owners, 283 are tor the 
long-range program, 200 are for the 
national emergency program, and 222 
ire for transfer to Great Britain un- 
der the terms of the Lease-Lend Act. 
In addition there are sixty emergency- 
type cargo ships contracted for by the 
British Government. All of the emer- 


gency ships building for both the 
United States and Great Britain and 
112 of the vessels building under the 
terms of the Lease-Lend Act are car- 
go ships of simplified design, driven 
by steam reciprocating engines and 
equipped with steam auxiliaries. The 
British ships have three Scotch boilers 
ind the other two w atertube boilers. 

This huge emergency program, call- 
ng for the production of large quan- 
tities of steam machinery and appli- 
hitherto in the 


inces not required 


building of modern turbine or Diesel 
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ships with electric auxiliaries, has 
opened up to hundreds of factories and 
manufacturing plants throughout the 
country an opportunity to get marine 
contracts. The Maritime Commission, 
for instance, has ordered for the emer- 
gency program 624 boilers, 312 main 
condensers, 3,120 deck winches, 312 
steering engines, 312 windlasses, 936 
electric 


twenty-kilowatt generators, 


312 centrifugal circulating pumps, 
2,808 independent steam-driven pumps 
and 312 small electric-driven pumps. 
In addition, the manufacture of 312 
main air pumps, 624 bilge pumps and 
312 evaporator feed pumps, all driven 
by the main propelling engine, will be 
required. The total hull steel require- 
ments for the present merchant ship- 
building program total 2,180,000 tons 
of steel. As most of the ships will be 
completely or partially welded, the de- 
mand for welding equipment shows a 
corresponding large increase.—H. H. 
Brown, Editor, Marine Engineering 


and Shipping Review. 


Automotive Industry Is 
Defense Program Paradox 


@ FEW, IF 


have been affected so directly and ex- 


ANY, other industries 


The Candle Test Proves 
a Pacific Boiler Advantage | 


| DIVISION OF UNITED STATES BADIATOR CORPORATION, DETEOIT. mrcn. | 


Pacific Steel Boiler Division uses this simple 
illustration to dramatically visualize the 
advantages of the large combustion cham- 
ber which is a sales feature of its boilers 


by the National Defense 


Program as has the business of making 


tensively 


automobiles, trucks, and parts fo 
them. Nobody can tell what the re 
sult will be during the coming yea 
measured by the number of units of 
the industry’s regular products turne: 
out. 

But whatever the industry produces 
adding automobiles, trucks, and parts, 
for necessary civilian use, to airplanes 
tanks, guns, and other items of military 
equipment, the volume will be tremen 
dous even for this outstanding group 
of manufacturers who are accustomed 
to mass production with a capital M 


Tons 


on tons of materials will be fabricated 


as a matter of regular routine. 


in greatly expanded plants by exten- 
sively augmented tool equipment. 
One thing that the nation’s planners 
should not and probably will not over 
look eventually is the fact that both 
passenger cars and trucks are today es- 
sential elements in our transportation 
system. The number of new cars and 
trucks required each year as replace- 
ments alone calls for an output of 
something like two and a half million 
vehicles. With production of civilian 
types of complete vehicles necessarily 
curtailed, there will be an increased 
need for replacement parts to keep our 
motor driven 


millions of essential 


transportation units in service. It 
seems likely that government authori- 
ties will be forced to adopt, as a part 
of the National Defense Program it- 
self, a policy which will provide for 
the manufacture of adequate numbers 
of both complete vehicles and replace- 
ment parts to keep the automotive 
branch of our transportation system 
functioning to the degree that the 
emergency demands.—JULIAN CHasF, 
Directing Editor, Automotive Indu: 


tries. 


Wolcott Joins B-S-H 
Charles A Wolcott. formerly hea 


service and sales for Daniel Star 
Staff, New York, has been added t 
executive staff of Blackett-Sample-H 
mert, Inc., Chicago, as supervisor 
media, research, merchandising, market 
and copy testing activities 


Allegheny Advances Givens 


Allegheny Ludlum Steel Corpo: 
has named Howard M. Givens, Jr., 
ager of tool steel sales with heada! 


in Watervliet, N. Y 


Monorail to Bayless-Kerr 


Bayless-Kerr Company, Cleveland, 
added the account of The Monorail ‘ 
pany, Cleveland, manufacturer 
head conveying systems 
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@ IN EVERY PLANT OF THESE INDUSTRIES 


production is being pushed for some phase of the 
Defense Program. But even in the midst of this intense 
activity, there is long range planning for the future. 
— “After the war leadership’ will be based on the 
products and processes now being devised. 





YOUR FUTURE SUCCESS, 


pick the leaders that are planning a real future. Sell the 
men who are Building these bright futures on your 


‘ ability to help them now with their plans. You can 








each these “Future Builders’ through Industrial and 
‘ngineering Chemistry — Twenty-year circulation leader 
n the Process Industry field. 


RING CHEMISTRY 


i 
‘580 Market Street + CLEVELAND, OHIO—1133 Leader Bldg. 
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Agencies Contribution to 
Industrial Advertising 


@ IN THIS ISSUE INpustrRiaAL MaRKETING 
publishes its second annual tabulation of adver- 
tising agencies and the number of pages of busi- 
ness they placed in business papers during the 
last two years. The figures show that another ten 
per cent increase has been made. The rate of 
increase practically duplicates the percentage of 
additional space which the business press carried 
in 1940 as compared with 1939, which was re- 
ported in the January issue as 9.41 per cent. Thus 
the trend of advertising volume in business pa- 
pers and the amount of business placed in them 
by advertising agencies seem to track very 
closely. 

Another parallel is the improvement in indus- 
trial advertising; it has become better as the 
amount of agency service in the industrial field 
has increased. This point ‘was emphasized in the 
March Silver Anniversary Issue of this publica- 
tion which traced the development and improve- 
ment of industrial advertising over the last 
quarter-century. Not only has the agency been 
successful in contributing better appearance to 
advertising which runs in the business press, but 
it has also placed it on a more consistent and 
planned basis which has made it more effective. 

While the number of industrial advertisers 
using agency service is steadily on the increase, 
there are still a considerable number, in some 
branches particularly, who have failed to avail 
themselves of this valuable service. It must be 
admitted that all good advertising is not prepared 
by agencies, and conversely, all poor advertising 
is not prepared by the advertiser himself. As in 
any line of work, there are degrees of profi- 
ciency. And there always are exceptions. But, 
generally speaking, it is hard to conceive any 
advertising program which could not benefit 
from the professional touch of the right kind of 
agency. 

As a rule, agency executives are men who have 
stepped out of positions in which they success- 
fully directed the sales or advertising activities 
of going companies because there was an oppor- 
tunity to make their services available to a 
broader section of business through the focal 
point of an agency. As their activities thus be- 
come wider and they consult with many execu- 
tives on similar basic problems of marketing, 
they build up a vast reserve of knowledge and 
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practical experience which cannot be acquired 
in any other manner. This is the valuable store 
house which may be tapped by those who select 
the right agency for their particular needs. 

One of the country’s largest industrial adver- 
tisers who always was cited as an example of how 
a company could do without an agency, now uses 
several agencies, although still maintaining its 
large advertising department. The services of 
these agencies are used in various ways, not only 
to assist with details that logjam almost every 
advertising department, but in various advisory 
capacities on the general marketing problem. 
This advertising department is astute enough to 
want the benefit of all the ideas and assistance 
obtainable and it is getting plenty of both from 
its new agency connections. The same benefits 
await other advertisers who are smart enough to 
make use of an institution which has become an 
invaluable and vital force in the field of market- 
the advertising agency. 





ing 


NIAA Streamlines for 
Greater Service 


@ ANNOUNCEMENT in the “NIAA News’ 
department of this issue that the National-Indus- 
trial Advertisers Association, after a three-year 
study by the committee on Professional Develop- 
ment under Vice-President W. D. Murphy, has 
set up a streamlined functional organization for 
the direction of its many activities is good news 
for the entire industrial advertising field. This 
will place this extensive work for the betterment 
and welfare of industrial marketing on a basis 
whereby it will be speeded up and crystallized so 
it may be put to wider use. 

Literally schooling its members in efficient ad 
ministration of the advertising department 
advertising production, and media selection and 
use through planned activities under these gen 
eral divisions, the association’s work will be more 
evident because the simplification program wi!! 
make its results more available. 

The NIAA was born of a definite need 
Through this and loyal management it has ac 
complished a great deal and contributed to th 
development of an indispensable force in t! 
American scheme of business—effective indus 
trial advertising—the application of which w' 
be greatly facilitated and improved under th 
new NIAA program. 
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ROBERT L. GIBSON 


CHARLES McDONOUGH 


S. L. MEULENDYKE 


ay 


WALTER DORWIN TEAG 


LOUISE DYKES 


This group constitutes the Jury of Awards for "Industrial Marketing's’ Fourth Annual Competition for Editorial Awards for business papers 


Judges Ready for Tash of Selecting 
Editorial Competition Winners 


@ FIFTEEN winners in INpusTRIAL 
MARKETING’s Fourth Annual Compe- 
tition for Editorial Achievement will 
be selected by the Jury of Awards 
which will meet Aug. 14-15, in the 
Belmont Plaza Hotel, New York. 

As the deadline for entries arrived 
mn Aug. 1, entries were pouring inio 
the Contest Secretary’s office in Chi- 
cago by air mail and air express. The 
ublications represented by the entries 
erve all major industries of the United 
States and Canada. 

Awaiting the task of weighing the 
reat bulk of material from which the 

nners will be selected is a jury of 
nusually broad experience in business 
romotion and the use of business pub- 
cations for that purpose. They will 

aluate the entries in the competition 
om the viewpoint of what the editor 
is done through the pages of his pub- 
ation to render unusual service to 
readers and the industry he serves, 

us making his magazine a better me- 
um for the advertising it carries. 
lembers of the Jury of Awards are: 
bert L. Gibson, assistant to man- 
er, publicity department, General 
ectric Company, Schenectady, N. Y.; 
1arles McDonough, advertising man- 
er, Combustion Engineering Com- 
ny, and past president, National In- 
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dustrial Advertisers Association; S. L. 
Meulendyke, vice-president, Marschalk 
and Pratt, Inc.; Louise Dykes, space 
buyer, J. Walter Thompson Company ; 
and Walter Dorwin Teague, eminent 
industrial designer, all of New York. 

Awards will be made in five classi- 
fications as follows: (1) for the best 
series of articles; (2) for the best sin- 
gle article; (3) for excellence of illus- 
trative technique; (4) for best pub- 
lished research initiated by the publi- 
cation; and (5) for the best improve- 
ment in format and typography. One 
First Award and two Awards of Merit 
will be given in each division. 

The competition was established by 
INDUSTRIAL MARKETING for the pur- 
pose of providing recognition for busi- 
ness paper editors who go beyond the 
routine requirements of their work 
and make outstanding contributions 
to their readers and the industries 
served by their publications, and to 
encourage them to continue the in- 
valuable service the business press is 
rendering to American industry. 

Announcement of the winners and 
presentation of the awards will be 
made as part of the program of the 
Toronto Conference of the National 
Advertisers 


Industrial Association, 


Sept. 17-19. 
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Winners in the competition last 
year were as follows: 

1. For the Best Series of Articles— 
First Award: Machine Design, L. E. 
Jermy, editor. Merit: 
Automotive Industries, Herbert Hos- 
king, editor; and The Iron Age, John 
H. Van Deventer, editor. 

2. For the Best Single Article— 
First Award: Metals and Alloys, Ed- 


Awards of 


win F. Cone, editor. Awards of 
Merit: Electric Light and Power, 
C. W. Leihy, editor; and Modern Plas- 
tics, William T. Cruse, editor. 

3. For Best Pictorial Reporting— 
First Award: The Oil Weekly, War- 
ren L. Baker, editor. Awards of Merit: 
The Explosives Engineer, Theodore 
Marvin, editor; and Metal Progress, 
E. E. Thum, editor. Special Award: 
Architectural Record, Wade 
Sherman, managing editor. 

4. For Best Employe Relations Edi- 
torial program—First Award: The Pe- 


Roger 


troleum Engineer, K. C. Sclater, editor. 

§. For the Greatest Improvement 
in Format and General Appearance— 
First Award: American Wine & Liquor 
Journal, Lew Schwarz, editor. Awards 
of Merit: S.A.E. Journal, Normal G. 
Shidle, executive editor; and South- 
west Builder and Contractor, William 
E. Prine, editor. 
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F IT WEREN’T FOR Factory 
I wouldn't have time to fh ish” | 


A trout fisherman dropped this rather novel sidelight —to find out what our readers want 
and how useful they find what they are 
getting in FACTORY. On these 
few minutes about fishing—the first half hour he. told pages are a few expressions gathered 





on his reading habits recently. But he talked only a 








about the present-day problems of his job as Chief vier ahaa 
of this field research. 


Engineer of a great manufacturing plant and how These reports, every one, are natu- 


FACTORY helped keep him ahead of them. . rally of absorbing interest to us. But 


we feel they are of equal or even 
greater interest to advertisers who 


We've had the notion for some time that one of want to know what happens to a good business pa- 
the best ways to keep abreast of our readers’ rapid- per—FACTORY, for example—when it lands in 
ly changing problems is to intensify field research busy plants these days. 











How THEY MAKE USE OF FACTORY 





4 «é . ° ’? ° 
To Help Reduce Labor Waste Gets Ready for “New Building” Question 
PRODUCTION MANAGER OF ONE OF THE MOST MODERN METAL. CHIEF ENGINEER OF THIS ELECTRICAL MANUFACTURER, LAR 
WORKING PLANTS IN NEW JERSEY TOLD US GEST IN ITS SPECIAL FIELD, TOLD US: 
@ “I read Factory closely—get it at home so I can. It's my @ “You're right I read Factory—all the articles on selection, 
only way to sit in on an exchange of ideas. | clip the maintenance and installation, new construction, and pow- 


4y own for er, for those are my responsibilities; besides that, the man- 
ago you agement stuff, too. That's the way I get the answers ready, 
n seemed by knowing the other fellow’s problems. Take your April 
*, On Building Issue: this place is jammed. It won't stretch 
One of these days the big boys are going to say: ‘What 
are you going to do about that one, John?—and have | 
got the answer! That was a splendid issue and I’m using 
it plenty. The maintenance shorts and the typical instal 
lations in the magazine and the ad pages are particularl) 
helpful. Right now I’m looking for wiring ducts tor 
beamed ceilings like this and have clipped three or tou 
ads . . . Give me Factory and my power paper and yo 
can keep the rest.” 





Management Shorts and have a system sé 


filing them; use them, too, 
a 






had an article o 
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How THEY MAKE USE OF FACTORY (continued) 


Factory Substitutes for Shop Education 


rHE CONTROLLER FOR MANUFACTURERS OF A PRODUCT WIDE- 
LY USED IN THE AUTOMOTIVE FIELD AND OTHERS TOLD US: 


@ “I am one of those unfortunates in industry who came 
through the ‘front door’, There are gaps in my early 
training which make it necessary to study all the time. 
There's where Factory does a wonderful job for me; it is 
full of practical articles that are always stimulating, even 
when I cannot use them bodily. My work is mainly pro- 
duction and maintenance control, cost reduction and the 
like but to me Factory is the most interesting magazine 
there is for men in industry.” 


Helps in Labor Relations and Buying 


PLANT SUPERINTENDENT OF A SUBSIDIARY COMPANY, RECENTLY 
GIVEN A FINE NEW PLANT AND INDEPENDENT STATUS, TOLD US: 


@ “Before we built this new plant and came over here, 
it was expected we would double output but we've trebled 
it instead. It has been necessary for me to develop my own 
sources and take a hand in many new things. In con- 
sequence, Factory is an invaluable help. I have read it 
for a good many years and when I was out in Chicago 
used to spend five or six hours a month studying it. Now 
we're working seven days, three shifts, and I have to grab 
my two or three hours at home before dinner, on Sun- 
days and whenever I can, but I always do it. One of 
Factory's best features is the labor relations articles; 
they're always good and always plain spoken. It helps 
to know how other good companies are handling labor 
problems, especially now. Our arguments are seldom any 
different than theirs but some of the writers know better 
than I do how to state them. It does help.” 


Five Hours Reading and Card Index Besides 


ASSISTANT SUPERINTENDENT OF LARGE MAKER OF WIRING 
SPECIALTIES SAID: 


@ “I can’t put a whole issue of Factory away in my head 
in five hours reading but I do the next best thing: I run 
a 3x5 card reference file on articles of likely interest. Ads 
too? Sure; they’re information too, Those cards saved 
a lot of trouble not long ago: A fixture wouldn’t drop out 
the pieces, no matter what. Suddenly I remembered reading 
about how to cure a magnetized chuck, and sure enough 
that was it. When we'd hooked up a storage battery the 
way the article showed, we were soon running again, 
slick as could be. Factory is a liberal education for a man 
in my job—and he needs one, too.” 


Motors, Maintenance and Labor Relations 


FACTORY SUPERINTENDENT OF A LEADING METAL SPECIALTY 
MANUFACTURER TELLS US WHAT HE LIKES ABOUT FACTORY: 


@ “Nearly every one of these machines are special ones, 
devised here for our own operations. Nine out of ten 
are individual drive and most of them have several motors ; 
that new one over there will have ten. So motors are one 
of my first concerns. The splendid articles Factory has on 
motors have been a help to me for years and I read every- 
thing about them, reading pages and ads . . . Only one 
other thing interests me so much and that’s your labor 
articles—not that we have labor problems yet, never have, 
but we are watching. And I find that some of the big 
fellows know how to keep out of jams a lot better than 
I do, so I study and learn . . . As for maintenance, we 
just keep out of trouble by being careful. All the men 
read Factory and if we should have a tough one, we just 
get together and lick it. The company buys Factory for me 
here but I get one at home too; I take no chances on 
missing it, now that we're so rushed.” 





\S FACTORY becomes increasingly valuable to 
ts readers during these times, so it becomes in- 
reasingly valuable to its advertisers. 


exceeded the average monthly page increase of 


all industrial papers by 117%. 





t is more than a coincidence that: 


‘“ACTORY’s average monthly in- 
rease in advertising pages, comparing 


ie first quarters of 1941 and 1940, 


w FACTORY 


MANAGEMENT ond MAINTENANCE 
A McGraw-Hill Publication 
330 West 42nd St., New York, N. Y. 
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Simplicity marks the typography and format of The Fafnir Bearing Company booklet, ‘The 
ABC of Fafnir's Job for Defense,’ which tells employes how their work is helping the program 


Selling Employes on Their Part in Defense 


By D. M. DAVIDSON 


Sales Promotion Manager, The Fafnir 
Bearing Company, New Britain, Conn. 


@ LIKE MANY another manufac- 
turing firm these days, The Fafnir 
Bearing Company has constructed 
additions to its plant and added hun- 
dreds of new workers to its payrolls. 
Many of these new workers may be 
totally unfamiliar with the part that 
Fafnir bearings play in the nation’ 
defense machine and, consequently, ig 
norant of the importance of their in 
dividual jobs to the progress of De 
fense as a whole. 

To help correct this situation, we 
have just issued a pocket-size sixteen- 
page booklet to all employes, written 
in simplest English and _ illustrated 


\“ ith line draw Ings. 


Entitled “The ABC of Fafnir’s Job 
tor Detense,”’ the booklet shows how 
each letter in the alphabet stands for 

yme important defense application of 
Fafnir ball bearings. “A,” for instance, 
stands for Aircraft, of which the book 
says in part, ° . One of our impor 
tant jobs. A two-engined bomber will 
need between 600 and 800 Fafnir Ball 
Bearings in controls and pulleys.” 

B” stands for Blowers, the book 
xplaining that these are many times 
katnu equipped and that one of their 
important uses is on navy il craft, where 
they help the ship “breathe.”” Thus, in 
simple analogies and everyday lan 


guage, the book takes the reader 


62 


through the most important defense 
uses of our products. 

The concluding section of the book 
shows that Fafnir ball bearings are 
important to defense, not only in the 
building of the actual fighting equip- 
ment, but also in the equipping of the 
machine tools that build it and the 
raw material sources that feed it. 
“Every order for mechanized defense 
is a triple order for anti-friction bear- 
ings,” it is stated. ““The modern army, 
to paraphrase Napoleon, travels on its 
anti-friction bearings. . . . But you 
can’t build these modern weapons of 
defense on the sleeve-bearing machine 
tools of 1917! Today’s spinning work- 
heads must be accurate to several 
decimal places. And what about 
the iron, and coal, and copper mines 
that are working as they haven’r 
worked for years? Their speed-up 
would be a breakdown, if the right 
ball and roller bearings weren’t at hand 
to keep shafts spinning faster and 
faster—nights—Sundays—holidays.” 

Red, white and blue formed the 
color scheme of the booklet. It has 
been well received by our employes, 
and we would not hesitate to Suggest 
that any manufacturer busy with de 
fense orders take some similar means, 
whether with direct mail, local news 
paper advertising, or even messages on 
the plant bulletin boards, to impress 
their workers with the fact that their 
performance of their jobs is of vital 
importance to their country’s pre 


paredness. 
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[CONTINUED FROM PaGeE 28] 


Sales House Organs 


none, regularly is printed in more than 





two colors. 
Coated stock is used for 44 per cent 






of the sales house organs; 30 per cent 
used offset stock, 16 per cent uncoated 
stock; and six per cent, mimeograp! 







paper. Eighty-pound is by far the 






most popular weight stock used, wit! 





about half as many using 70-pound 
With but few exceptions, white is th 
standard paper color used. The largest 








amount of paper used in one year re 






ported by the house organs in the 






group was 5,000 pounds. 


Who Does the Buying? 


PRINTING—The advertising man 
ager selects the printer for the sales 








; 


house organ in about §2 per cent of 







the cases; the sales department does 





in 13 per cent of the cases, and the 
purchasing department in less than si 
per cent. Thirteen per cent of the 





publications are produced in the com 






pany’s own print shop. 





Paper—The paper for 73 per cent 







of sales house organs is purchased by 






the printer upon specifications of the 
publisher. The advertising department 
buys the paper separate from the prin: 








ing in 12 per cent of the cases; and 





the purchasing department does it fo 





































10 per cent of the publications. 
ENGRAVINGS—The advertising de 
partment buys engravings for 53 p 





cent of the sales house organs; the 





agency, 17 per cent; and the printer 





13 per cent. 

ENvELopEs—Envelopes for 50 px 
cent of sales house organs using then 
for mailing are purchased by the ad 
vertising manager; the purchasing de 
partment buys them in 30 per cent o! 
the cases. 

The next article in this series wi 
deal with internal or employe hous 
organs. All publishers of this type o! 
paper should send copies of them 


the editor. 


Mulberger Adds Two 
H C Mulberger, Inc., Milwauk 


agency, has acquired the accounts o 
Racine Tool and Machine Company 
Imperial Bit and Snap Company, bot 
Racine, Wis 


Haveg to Oswald 


Haveg Corporatior Newark, 
manufacturer of molded tanks and 


T 
L) 


tings, has appointed Oswald Advertis 
Agency, Philadelphia, te handle 


account 












. 





6. k. 


AS INSERTED 


@ TIME WAS when we thought a 
good Defense ad was one which said, 
“Sorry, we can’t serve you now, we're 
busy for Uncle Sam, etc., etc.” That’s 
still all right for our money . . . and 
far better than saying nothing at all 

but today good Defense advertis- 
ing is going much, much further than 
that. 

Lyon Metal Products does what 
we're talking about in its page, ““Tips 
for Defense Order Manufacturers who 
must have Action Right Now! Lyon 
Engineering Service can help you 
Make the most of the TOOLS and 
SPACE you have, etc.” Here follows 
tour ways Lyon offers help on storage 
problems. And certainly fits in with 
an answer to one of industry’s ‘12 
Most Pressing Problems” as anyone 
who has seen Al Staehle’s chart (see 
IM, June, °41, p. 22) will agree. 
(See “Gallery.”’) 

When L. H. Gilmer Company prints 
‘Gilmer Belt Selector” in its adver- 

g, it’s helping Defense and people 
ittected by Defense. (See “Gallery.”’) 
to for du Pont when it announces 
business paper space, “Important 

ment by du Pont on Increased 
Neoprene Synthetic 
ber.” (See “Gallery.”’) Conti- 
al Diamond Fibre Company helps 


luction§ of 


| Defense by offering a useful wall 

on its non-metallic materials. 
trong Cork simplifies buying and 
ces detail by publishing a “Check 
on Industrial Flooring” right in 
lvertising. Towmotor Com pan) 
right on publishing those “Cost 
ns’ (currently No. 6 which tells 
to “Eliminate waste motion in 
ling and Packaged 
a} (See Globe 
less Tube Co. also offers a useful 
Carbo- 


storing of 
“Gallery.”’) 


for simplifying buying. 





What Is a Good Defense Ad?... 
Let’s Not Forget It’s Still the Advertising 
Business... Tell All” Department . . . Heavy-Handedness 


Defense Ad-of-the-Month 


METCO METALLIZING SHOWS YOU 


How to Get Along 
with Less Priority Metal 





See how much Metal Conserved by « 


Single Pound of Sprayed Meta! ® 





loy Company, on the other hand, says, 


“Save Weeks of 


Delivery Time on 


Many of Your Carboloy Tool Require- 


ments . 


tool cost.” 
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and also reduce your total 
What could be more im- 


portant to the tool buyer today than 
deliveries of the tools he so vitally 
needs to do his job for Defense? 
These are to us fine examples of 
good Defense advertising. When that 
new McGraw-Hill book is in the mails, 
you're going to see some more. We 
were fortunate in having a “preview.” 
The whole thing is set up on a basis of 
helping customers and prospects 
and industry is so inter-related today 
that practically all advertising is De- 
fense advertising. Which brings us to 


the... 
Defense Ad-of-the-Month — a half 


page over the signature of the Meta!- 
lizing Engineering Co., Inc. Check 
our selection carefully. Headline— 
“Metco Metalizing Shows You How 
Along with Less Priority 
Does that headline promise 


to Get 
Metal.” 
help on one of Defense’s greatest prob- 
lems, or no? Next an_ illustration 
showing metal parts being sprayed, 
then a series of questions, ‘““Manufac- 
turers everywhere are asking . . . How 
can we maintain production schedules 
with less metal? What can we do to 
avoid costly delays and shut-downs 
due to curtailment of raw materials 
and replacement parts? Must we sac- 
rifice the efficiency of our products by 
Text then 


> 


using substitute materials?’ 
gets into gear on answering those 
questions, driving home the special 
merits of the Metco Metal Spraying 
Process which “enables a single pound 
of metal to do the job of ten.” After 
covering this complete story, text 
winds up with an offer of the Metco 
News which discusses these things in 
further detail. This would be enough 
for a fine ad, but there’s a valuable 
“extra” at the very bottom of this 
half-page. ‘See how much Metal is 


67 







































$0 QUIET 
YOU CAN HEAR THE 
SALE CLICK 
































4&—=The “Gallery” 


Conserved by a Single Pound of 
Sprayed Metal,” it’s headed, and un- 
derneath eight actual cases are listed. 
“Case A” will give you the idea. It 
says, “10 pounds of stainless steel for 
castings and shafts.”” What a story! 
What a Defense ad! It’s a winner five 
different ways. We're proud to 
know you, Walter Morris, Rick- 
ard and Company, Inc., New 


York. 


Let's Not Forget. . . 
It's Still the Advertising Business 
With all the constructive talk that’s 
been going ‘round lately (and we've 
contributed our share) about making 
advertising more factual and useful— 
about ‘Tell All,” etc., let’s not forget 
we're still supposed to be advertising 
men. Let’s not forget that we're sup- 
posed to have at our fingertips the 
ability to write well and to create 
attractive, inviting advertisements 
that utilize the best advertising tech- 
niques for each particular job. Other- 
wise our engineers or our bosses could 
write the ads and where would we be? 
Let’s not forget, for example, the 
sparking power of headlines that are 
“naturals.” Like U. S. Sfeel’s, “Beat- 
ing Plowshares into Swords Is Not as 
Easy as It Sounds.” Like Socony- 
Vacuum’s, “Stitching up a Bomber’s 
Wing.” (See “Gallery.”) Like Michi- 
gan Tool’s, “The Navy Sharpens Its 
Teeth.” (See “Gallery.”) Like Ana- 
conda Wire’s, “Test-Tube Baby 
it brings cable mortality rates ’way 
down!” Like Fairbanks-Morse’s, “A 
Thief in Your Plant?” (See “Gal- 
lery.”’) Like Delco Products, ‘So 
Quiet You Can Hear the Sale Click!” 
See what we mean? (See “Gallery.”) 
Let’s not forget the value of a sense 
of humor—what an easy touch can 
lend to certain situations. Most of us 
are inclined to take ourselves and our 
advertising too seriously. This doesn’t 
call for the publication of jokes or 
cartoons without reason—but often 
there is a good reason for humor in 
advertising. General Electric’s color 
spread, “NOW you can buy your 
metal-clad switchgear . . . ‘Right Off 
the Shelf,’” is a classic example of 
what we're talking about. The entire 
left hand page of this spread is made 
up of an amusing cartoon of G-E’s 
customers in a supposed “switchgear 
super-market,”’ climbing shelves, push 
ing those double-decker basket wagons 
around, and really going to town for 


themselves. It’s not so manv vears 





ago that G-E would have run th 
same ad in a black and white pax 
very definitely minus the cartoon, and 
in its place a square halftone of actu 
switchgear on an actual shelf. (Se 
“Gallery.”) And, in passing, let’ 
note the nice touch in Texaco 
“SH-H-H-H-H! Mum’s the word fo 
Minimum Wear!” Cartoon sketch 
two different sized gears, smaller o 
with a face drawn in on it, little arm 
with gloves drawn from the large 
gear. It may easily be that such treat 
ment (in the right place), like Coca 
Cola, can prove “the pause that r 
freshes” to busy readers. 

Let’s not forget the good sense of 
the clean, uncluttered layout when wi 
have information to impart quickly 
Layout as simple and effective as 
American Meter Company’s page, 
“Centralized process control tightens 
control”; and Monsanto Chemical 
Company's, “Here are Facts about 
Sodium Aluminate that may be help 
ful to you.” The human eye gets 
tired, sometimes faster than you thin! 
That’s why trimly designed pages such 
as these can be so inviting. 

Let’s not forget the value of good 
pictures, particularly when arranged 
in story form. Whether it’s a picture 





The Copy Chasers’ 
Principles 

@ THE COPY CHASERS base 

their criticism of industrial ad- 

vertising on the following basic 
principles, which they use in 
their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re 
memberable. 

2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make reading 
worth while. 

3. Skillful copy, free from gen 
eralities, free from advertis- | 





ing bromides, and free from 
unbacked-up claims for su- | 
periority—readable, human 
4, Copy expressing the prod 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, noth 
ing boastful, nothing th 
salesman himself would be 
ashamed to say. If necessary 


—good solid “reason-why.’ 
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story as professionally well done as 
G-E Mazda Lamps’, “ ‘He even worked 
on fluorescent lighting!’—A New 
Science Story that concerns Edison 
and You” . or Mercury Manufac- 
turing Company’s action catalog-in-a- 
page, “Helping to keep production at 
top speed. Stack... Haul... Han- 
dle . . .” good pictures, properly han- 
dled, can tell a story fast and tell it 
well. We talked more about that 
last month. 

Let’s not forget inspiration and all 
it stands for the difference be- 
tween mediocre or average perform- 
ance and stellar performance. And 
along with inspiration that courage or 
conviction that enables an advertising 
man to do the unexpected or uncon- 
ventional. For all rules are made to 
be broken . . . if they’re broken right. 
No better case on this than a recent 
Kellems Company spread which carries 
this copy, ““Oil-Filled Cable slipping? 
\nchor! With Kellems Grips.” Pen 

id ink illustration of slipping cable 

wards top of left hand page, illus- 

ition of Kellems-anchored cable on 
wer half of right hand page with 
gnature below it, “Important Infor- 

ition . . . Kellems Company. . 

‘11 Park Ave... New York City.” 

t least half the ad blank white space, 

d how effective that makes the lay- 

treatment! “Boy!” you might 

\l exclaim, “Does that violate every- 

ng I ever heard about Tell All!” 

re it does, but nevertheless it’s a 

pping, startling, and selling adver- 

ement. We say “Hats off” to 

e dynamic Miss Vivien Kel- 

ms, president, Kellems Com- 

iny, whose name and advertis- 

'g¢ achievements may not be 

ifamiliar to you. Maybe this 


business needs more of the 
a o a 
woman’s intuitive touch? 


Let’s not forget that sometimes the 
proven values of a formula-ized head- 
line or copy technique can be more 
successful than something that seems 
a lot more clever. There’s where the 
premium on “judgment” comes in. 
Anyway, a good case in point is this 
B. F. Sturtevant Company color 
spread, “How to Save as you Dry.” 
We can think of at least six other 
ways this ad could have been handled, 
but none so effective as this. 


Let’s not forget the kind of level- 
headedness that enables us to recog- 
nize and get full value from an ad- 
vertising technique that has won its 
spurs. Of this, we can offer no finer 
example than the Louisville Drying 
Machinery Company campaign that 
has been running along for several 
years, uninterruptedly, built around 
those sensationally good “profit and 
loss” stories. Current page is typical, 
“Louisville Dryer Turns $41,650 Loss 
into Profit!” Text tells the entire 
story, and a blue panel down the cen- 
ter of the ad gives all necessary com- 
parative figures. If anyone de- 
served a re-mention in this col- 
umn, it certainly is Warwick 
Anderson, Doe-Anderson Ad- 
vertising Agency, Louisville, for 
sticking everlastingly at it with 
one of business papers’ great 
copy jobs. 

Let’s not forget the reward from 
well-conceived and distinctive layout 
—with color or animation or freshness 
of appeal. Layout (and art) such as 
Line Material Company’s page, “the 
37th inch on the L-M_ yardstick.” 
(This page demonstrates how even 
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headline lettering can lend the right 
tone to an advertisement.) Fresh 
treatment such as Gisholt Machine 
Company’s bleed page, “Turrets that 
save Manpower and Minutes!” Here 
blacks and grays are beautifully con- 
trasted with good photographs to give 
a lively, pleasing effect. Typography 
helps, too. And another advertiser 
showing real originality in this bracket 
is The Carborundum Company. Its 
rather unusual pages, set in typewriter 
type and nicely worked in art, are in- 
formally and attractively handled. 
They have eye-appeal and advertiser- 
identity, too. (See “Gallery.”’) 

And, finally, let’s not forget that 
flair for news and the dramatic that 
lifts ordinary advertising up on the 
plane where sales are made. Some- 
times “buckeye” (and very possibly 
deliberately), but always newsworthy 
and impelling, Allis-Chalmers copy has 
generated a lot of drive in other busi- 
ness paper copy besides doing a great 
job for its own sponsor. Typical 
spreads like, ‘Bridle for a River—Ring 
for a Bride” pack a lot of what makes 
the front page of a newspaper, the 
punch (if we may use a kicked-around 
word) that so much business paper ad- 
vertising lacks. 

So we say don’t forget ‘Tell 
All” and everything it stands for. 
Don’t forget your customers want 
help in your advertising today. But 
don’t forget, either, that you’re an ad- 
vertising man, and that advertising 
can package and present this help col- 
orfully and invitingly. That’s the real 
test... today or any time. 


“Tell All’ Department 
We are going to talk about only a 
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UILDING DRAINAGE PROD 


ROOF TO BASEMENT 


“Tell All” Ad-of-the-Month 


few advertisers in this department this 
month, but each of them happens to 
be an outstanding user of “Tell All.” 

Bakelite Corporation is the first and 
we'd like to register here and now that 
while in the past we may have labelled 
some Bakelite copy as dull or too even 
in tone, we have never criticised this 
its advertising for not 
This Bakelite 


does . . . and does well, in such typical 


advertiser or 
telling a complete story. 
pages as, “How do You measure the 
ethciency of insulating materials?” 
This page like others we all have seen 
is as cleanly laid out as any editorial 
page, well-arranged and well-illustrat- 
ed. Yes, we would say definitely that 
one good way to learn how to execute 
Tell All” would be to study Bakelite’s 
advertising carefully. (See “Gallery.”’) 

And study Johns-Manville’s, too. 
For this well-know n business paper ad- 
vertiser often rivals the editors in the 
thoroughness of its copy job. “Particle 
Size .. . Flow Rate. . . Clarity—Some 
(Questions and Answers on Filter Aids 
that will help you cut clarification 

sts,’ is the long but highly informa- 
tive title of a page addressed to chemi- 
cal engineers. It’s all text—seven 
questions each answered comprehen 
sively. We'd call it, literally, a hand- 
book -in-space. 

In the chemical papers we also note 
advertiser who 


ne ther well known 


does a fine job on “Tell All”—Her- 


j 


cules Powder Company. Its bleed color 
pares on various chemic ils and raw 
materials are packed with information 
product description, prices, free 
trial offers just about everything. 
Yet they're handled in such a way that 
they don’t seem over-crowded or hard 
to read. 
We figure |. A. Zurn Mie. Co. has 
the “Tell All” Ad-of-the-Month with 
its spread, “Zurn Engineering Servicx 
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Simplifies Building Drainage Specifica- 
tion and Installation—15 Ways You 
Can Use It to Save Time on All Types 
of Buildings.” This headline is well- 
supported by a checkerboard of pan- 
els offering fifteen different pieces of 
literature that answer different drain- 
age problems. There’s an easy-to-check 
coupon provided for getting this ma- 
terial. There’s also a list of the ad- 


dresses of Zurn representatives in 
thirty-four different cities, a panel of 
copy about Zurn’s setup for coopera- 
tion at Washington on government 


work, and some general copy on 


Zurn’s background. This spread gives 
the reader a lot of worth while infor- 
mation—makes it easy for him to get 
more. So to Jack Higgins, The 
Lee Donnelley Company, Cleve- 
land, our plaudits for the most 
potent “Tell All” copy we've 
come across this month. 


Heavy-Handedness 
There’s still too much advertising 
looks and 


in business papers that 


sounds like it was stamped out of 
heavy gauge steel. It’s ponderous and 
involved, often dull and uninterest- 
ing. It bears the mark of someone’: 
hand, be it writer-designer ot 


It’s the kind of stuff 


heavy 
management. 
that, were anything done to it, it 
would be a vast lift for the better. 
Here’s a good array of what we 
mean 

American Lava  Corporation—a 
jumbled up color page labelled “De- 
pendable.” A deadhead headline, a 
short block of dull, bromidic copy, 
and a layout that yells confusion. 

G & W Electric Specialty Company 
—here we have better copy, headline, 
Price of 


‘Three Switches for the 


One!,” and some useful details. But 


elements are so badly arranged that 
proper emphasis of values is lost and 
this bleed color page is just another 
of those messy sprawled out affairs 
that busy readers must find so easy 
to pass by. 

The Cincinnati Bickford Tool Com 
pany—we are often sure that th 
business would have been a better one 
if engravers had never invented tin 
blocks or reverse plates. This partic 
ular page, “The Super Service Radia! 
on Duty Now!” uses both, along wi 
a large halftone, to create a very de 
pressing, uninviting effect. Copy is 
short and says nothing. Last line sug 
gests the reader “Learn how these ma 
chines are different from other dril!s 
of today, etc.” What better place t 
talk about “how different” than rig 
in ads like these. That’s why peop 
read ads, ain’t it? 

Alloy Steel Products 
here’s reverse 


around one of those pretty spotlighted 


Com pany- 
another plate, bui't 
photographs that used to be almost an 
advertising disease. This time it’s 

valve, of course, tied on to a trad 
mark and set below this heading, 
“Stainless Steel Valves & 
Signature below the illustration, and 
The best way to comment 


Fittings. 


that’s all. 
on this is to suggest this advertise: 
hold it up against the grade of ad 
vertising people like Jenkins is doing 
in Power and other books. The dif 
ference between night and day! 

K. R. Wilson—we'll kiss ’em for 
that “Prompt Delivery” at the top of 
this ad, and kick ’em for the funereal 
black that deadens the illustrations in 
this page and doesn’t help easy-reading 
any. Why, Wilson, why? 

Bridgeport Machines, Inc.—in this 
ad we have all headlines and type in 
reverse, with a ghostly shadow outlin 
ing the milling machine advertised 
To make it worse, there is a tint be 
hind the headline and signature lett« 
ing. All this adds up to a static, life 
less piece of advertising. If this con 
pany took a smaller halftone of tl 
machine in action and put the firs 
couple of paragraphs from any goo 
sales letter about it on an advertisi! 
page, along with a headline lifted o 
of that letter, it could run it the r 
of the year and be of far more he! 
to customers and themselves. It’s tha 
simple! 

Dra per Cor poration—nif ty, mudd 
gray page about “The New Drap 
XP Model (Loom) for Heavy Cotto 


Fabrics.” Beautifully mussed up wit 
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when the moment comes for looking up information 
on your kind of product. 





IT COSTS LESS — And when you consider cost in 
terms of “keepage” and “usage”, E.B.R. costs only a 
fraction of the price of doing the job individually. 
This sounds like an exaggeration but we'll be glad 
to prove it with black-and-white facts that are 
really surprising. 


NEW EDITION NOW IN PREPARATION—The 
next edition of Electrical Buyers Reference is 
now “on the fire’. Our copy department will 
be glad to make up a suggested “‘Briefalog”’ 





The 1941 Electrical Buyers Reference ran over 





for you and submit prices, without the slightest 550 pages, including the “Briefalogs” of 238 
obligation. Send along your sales literature, or, companies. 

if you prefer, we'll forward further details in- 30,000 copies of the big 1942 Edition will be 
cluding a schedule of rates. sent to men responsible for specifying and buy- 


ing in large industrial plants, electric utilities, 
electrical contracting and wholesaling establish- 
ments, railroads and mines, consulting engi- 
neering organizations. 





ELECTRICAL BUYERS REFERENCE 


McGraw-Hill Publishing Co., Inc. 
330 W. 42ND STREET, NEW YORK, N. Y. 








I am enclosing sales literature, from which please prepare a Briefalog 
and submit to me (without cost or obligation). 






Please send me your booklet giving full details of Electrical Buyers 
Reference. 






































































flat, uninviting halftones of the equip- 
ment and a muddle of spots of type 
indicating product features. This 
isn’t even a good catalog page, to say 


Better, 


pictures—use of 


nothing of an advertisement. 
somewhat smaller 
some white space—better layout—and 
some concern over how this new 
model will help the customer 
these are just a few of the things that 
would improve this page a thousand- 
fold. 
Sullivan 
there’s some good selling copy in this 
big black and white spread, but the 
ad fights the average reader by its 
jumpy lettering and use of reverses. 
It looks as though some one went to 
work on it with a cookie cutter. Why 
do advertisers feel they have to slug 
the poor reader with window weights? 
Do you see this kind of stuff in the 
editorial pages? Of course not. Well, 
the same men that read the editorial 
pages read the advertising pages, and 
for the identical reason. They're look- 
ing for HELP. Don’t knock them 
unconscious with your life preserver. 
Niagara Machine & Tool Works— 
once upon a time a man who ran a 
restaurant which had no sign on it, 


Perhaps ix 


Machinery Company — 


hung one out in front. 
said nothing more than “Eat” on it. 
Anyway he made a lot more friends, 
and his business prospered. The sim- 
ple point of that heavy parable is that 
Niagara would make a lot more friends 
if it put a headline on any advertise- 
ments it runs like this one which 
merely two halftones of 
equipment and a big block of text. 
We're not proud, we'll lift one out of 
the body copy . . . “MORE Working 
Strokes per Hour with this New Ni- 
agara High Production Power Squar- 
Anything, Niagara, 


contains 


ing Shears.” 
please, so long as it’s useful to that 
special group of people you serve. 
Steel Heddle Mfx. Com pany—ev- 
erything in reverse here, all worked 
into what looks like a doily, ready for 
the dining room table. Heading starts 
off, ““No Matter What Your Wants in 
—Quality Loom Harness Equipment 
STEHEDCO .. .” and that runs right 
into the main text which brags about 
being “the most efficient, economical 
There are other 
general claims, too—but none are sub- 
copy: 
There’s nothing on or in this page 
that couldn’t be handled more effec- 
tively with good, old reliable black 
white paper—and 


copy with some meat in it. 


and satisfactory.” 


stantiated anywhere in the 


type printed on 
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“WHAT...YOU MAKE BOILERS 
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The Hays Corporation—when you 
get into ad units smaller than a page 
and run a lot of small text in reverse 
on a black background, you give the 
reader trouble. That’s 
what this advertiser does in its island 
half page, ““Modernize with HAYS.” 
This headline and the signature are 
the two things easiest to read in this 
ad, and they’re black on white. Sure 
they stand out more because of all 
the heavy black near them, but that 
doesn’t make the rest of the ad any 
easier to get into. There’s some good, 
serviceable copy buried here, too. 


even more 


If we seem too nuts on the subject 
of “down with reverse plates” it is be- 
cause the use of a mechanical medium 
which well-used can be such an adver- 
tising asset has in most cases become 
an easy trick for trying to win atten- 
tion. And we don’t believe many 
people are going to get away with that 
trick today or in the future. Then, 
too, these solid blacks exemplify so 
well the heavy touch on much business 
paper advertising. In design and lay- 
out, in lack of aesthetic appeal or sales 
sense, in weak, superficial treatment of 
different advertising elements. We are 
so concerned about it that every six 
months or so, we hope to have a chap- 
And we hope it 
shorter as time 


ter similar to this. 
grows shorter and 


goes on. 


Boo-of-the-Month . belongs to 
Bower Roller Bearing Co. and Ohio 
Ferro-Alloys Corporation. Both of 
these advertisers may have been criti- 
cised in this column sometime ago, 
but their current stuff certainly de- 
serves further brickbats. The former 


photographs a gal in a Grecian bed- 
sheet, her arms extended with some 
more draperies, stands her on some 
bearings, paints some clouds in the 
background, and calls the whole silly 
business, “BOWER TAKES TO THE 
AIR.” Ohbio Ferro-Alloys achieves the 
same point of uselessness with a 7x10 
photograph of a waterfall, and no copy 
at all. This, we might remark, is one 
of a series of such pretty pictures, 
and today, after having seen at least 
a half-dozen of them, we must admit 
we still know nothing more about this 
fine company other than the fact it is 
in Canton, O. Advertising like both 
these examples would win our “Boo” 
any time, any year. Today in this 
emergency it deserves even worse than 
that. All this bears sober reflection 
because it is not alone that these 
two advertisers are wasting precious 
white space, they are deliberately 
cheating their customers and prospects 
out of helpful, useful information in 
time of need. Is there any reader in 
the house who doesn’t agree with us? 


Boost-of-the-Month. . . to Combus- 
tion Engineering Company, Inc., for 
its great new series just started in 
Business Week. ““ “What ... You Make 
Boilers but tell me not to buy any?’ 
—No. 1—An actual experience from 
the sales records of Combustion Engi- 
neering Co., Inc.” This is an interest- 
ing, intelligent adaptation of that 
proven consumer technique, the conti- 
nuity strip—and in eight well-animat- 
ed photo shots Combustion covers, 
“The Problem,” “The Solution,” and 
“The Result.” A short block of copy 
at the bottom of the page points this 
all right at the reader and Combus- 
tion does not neglect to list its 
complete line of equipment over 
its signature. We predict high 
readership for this new approach. 
For this interesting and effec- 
tive presentation, our congratu- 
lations to Lawrence Malone, 
G. M. Basford Company, New 
York. 


THe Copy CHASERS. 





New Letter Process Produced 


Three Chicago firms, Acme Corpor 
tion, Buckley, Dement & Company, ar 
von Weller Packard Company, have be« 
licensed to use “Typesimile,” a new prox 
ess of producing letters which it is claime 
cannot be distinguished from hand-typ: 
letters. ““Typesimile™ letters are som: 
what more expensive than the regula 
commercial form letter, but less expensi 
than electrically-typed letters and can 
mailed third-class, whereas hand- or ele: 
trically-typed letters must go first-class 
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CONTINUED FROM PaGE 20] 


Practical Advertising 

s those who make it might wish. The 
emagogues rush into print and onto 
he airwaves screaming against these 
errors” of business. And business does 
not answer with the facts. This 
seems to me a great, even tragic, mis- 
take—and one that careful advertising 
could correct. Why shouldn’t a com- 
pany use its advertising space or part 
of it to talk freely and frankly with 
its customers, prospects and the entire 
public about its problems, its aims, 
its ideals, as well as its products? The 
time went out with Harding when any 
company can say, “We have only so- 
and-so-many prospects; all we have to 
do is reach them.” In these days of 
world-wide revolution against con- 
servatism and all established order, the 
very existence of your company may 
well depend every bit as much on the 
general public’s favorable opinion of 
it as upon your prospects’ acceptance 
of its products. 

For the rest of our lives, at least, I 
firmly believe every company engaged 
in business for profit owes it to itself 
and to the general business structure 
of which it is a part, to sell and keep 
on selling itself, its integrity, its use- 
fulness, its ideals—to the entire body 
of Public Opinion. 

Now, please don’t misunderstand 
me. I most emphatically do mot mean 
the usual type of so-called institu- 
tional advertising which is actually 
nothing but boasting about how noble 
you are. In many cases what I’m 
advocating can be done best right in 
and with your product advertising 
by a flavor of sincerity, a deeper con- 
sciousness On your part as you write 
of the benefits your product has for 

user, by a firmer conviction of 
important place your company has 
seeks to have in industry. 

Companies of the type you and I 

rk for are important to the progress 

| prosperity of the country, they 
headed by men the very opposite 
what the demagogues picture, they 
trying to give the public con- 
ntly greater value. That being true, 
not get it across either by the 
erity of your product copy or by 
ight talking of these facts, your 
or problems, your defense problems, 
anything else that is true, so long, 
course, as it is presented from the 
ndpoint of the customer, prospect 
| public? 
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Navy are codperating splendidly and, 
489. Tested Industrial Ideas. 

From the other man’s view point— 
that, it seems to me, is the key. We 
should remind ourselves every moment 
of every day that the only excuse for 
any advertisement is to make a sale, 
either of a product or an idea, and 
as every good salesman knows, no saie 
was ever made by being careless, lazy, 
or boastful. In times of war or peace, 
good sales and good advertisements are 
made only by sound ideas and hard 
work. Which is to say that the prob- 


lem of the copywriter today is basic- 
ally the same as ever—only more so. 





Holtzman Appointed 
Editor "Western Industry" 


Louis F. Holtzman, formerly Southern 
California editor, Pacific Coast edition of 
The Wall Street Journal, has been ap- 
pointed editor, Western Industry. 


Croot Acquires Oxford 


Samuel C. Croot Company, New York, 
has been appointed by the Oxford Filing 
Supply Company, New York, to handle 
its direct advertising, including a fall cam- 
paign for its Pendaflex filing system. 











Your CUSTOMERS 
ARE IN THE BALANCE 





INDUSTRY, in its present rush for supplies, is buying 
wherever it can get delivery. That places your business in 
jeopardy—particularly if you can’t keep up with demand. 


To help your distributors get their—hence your—customers 
to comply with the provisions of the Defense Supplies Rating 
Plan, Mill Supplies sponsored in July the second of its series 
of explanatory advertisements in major technical magazines. 
Addressed to your distributor’s customers, it tells them how 
he will help them to continue getting supplies from you. 


This is typical of the “extra-curricular” services Mill Sup- 
plies has been rendering its readers for over 30 years. It is 
just another of the reasons why distributors depend upon 
Mill Supplies for buying and selling information. This is 
one of the “intangibles” which build constant, loyal reader- 
ship, which make Mill Supplies the essential medium to 
carry your message to industrial distributors. We'll be glad 


to tell you more about it. 


MILL SUPPLIES 


330 WEST i2nd STREET. NEW YORK 
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1941’s BUILDING HAS ALREADY 




























By August I, 
public works and utilities) exceed 2 billion dollars Further, Dodge 
figures* show that total building for the first half of 1941 reached a 


1941, contracts awarded for total building (exclusive of 





12-year peak. Here is help for you in getting your maximum share of 


these dollars . . . through available, economical, proven tools. 
*All figures for 37 Eastern states on 
Let's put all the cards on the table. There are many to the building market becomes a slow and expen- 
buying factors in the building business aside from sive process. 
the active architect-engineers. The vital reason for Most intelligent manufacturers, like yourself, 


would like to see the responsibility narrowed down 
to men who have the knowledge to buy right. 

The one best way to keep this market narrowed 
down is to keep the active architect-engineer thor- 
oughly informed and strongly sold. Once you've 
sold him, he will exercise his precious product 

When this happens, selling problems spread far specifying authority in your interests—because they 
and wide. When this happens, selling your product have become his own and his client’s interests! 


selling this man first is that he comes into the new 
building picture first—and if he is really sold, the 
others become incidental. It is when the active archi- 
tect-engineer is not completely sold that responsi- 


bility may pass in any one of a hundred directions. 





TAKE THE ACTUAL AND TYPICAL CASE OF THE 
DUNNING SCIENCE BUILDING, CHESTERTOWN, MD. 


THE OWNER Retained THE ARCHITECT 
- « Dr. G. W. Meade, President 


of Washington College, retained Edward H. Glidden, Jr., Baltimore architect, to 
design the Dunning Science Building because of his outstanding work in planning 
school buildings of this type. 








THE ARCHITECT Specified THE MATERIALS 





- « « Mr. Glidden specified the 
materials and equipment, supervised construction to make sure all materials speci 
fied were used. His original specifications, checked by ARCHITECTURAL RECORD on 
the site and with the contractors, were followed almost to the letter 











CONTRACTOR Followed THE SPECIFICATIONS ; ee 
. « « The Charles C. San- 


ford Company followed the architect's specifications exactly, according to Charles 








The DUNNING SCIENCE BUILDING, C. Sanford, President. All materials were delivered on the site with the known 
Chestertown, Md., donated to Washington label of the manufacturer attached. 88% of the products specified were used, and 
College by Dr H. A. 8. Dunning, was com- in the six cases where substitutions were made, these substitutions were approved 
pleted in 1940 at a cost of $85,000. It is in writing by Mr. Glidden. 





a three-story brick building accommodating 


me 330 studenss By personal testimony of the contractors . 


88°), OF THE PRODUCTS SPECIFIED BY THE ARCHITECT WERE USED! 
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PASSED *2 BILLION... 





12.679 ACTIVE ARCHITECT-ENGINEERS*—the men who 
‘ are Building Today and Tomorrow—use ARCHITECTURAL 
| RECORD for helpful, technical information to keep active! 


* June, 1941 ABC Statement 


The selling opportunity THE RECORD provides has its base in the 
F. W. Dodge resources. More specifically, the 750 Dodge reporters making 
3500 new building contacts every day, enabling THE RECORD to nail 
down the current dollar value of every active architect-engineer east of 
the Rockies. 

Once these active architect-engineers become RECORD subscribers 
RECORD editorial service keeps them subscribers. For its specialized 
business is the news and treatment of their problems in a technical, com- 
plete fashion of no interest or value to the non-professional. 

THE RECORD is a service magazine, pure and simple, indispensable 
to the active architect-engineer. RECORD readership is a weeded-out, 
known active circulation. No “deadheads” .. . it is a dollar value without 
waste. 

These men control 80 per cent of all building. They can specify any 
product or material that goes into any type building. They can specify 
your product. If you help them. 


TODAY ACTIVE ARCHITECT -ENGINEERS 
NEED HELP MORE THAN EVER BEFORE 


Because the building dollar is moving so fast—because what's in the wind 
for tomorrow is anybody’s guess .. . the active architect-engineer must be 
better informed than ever before. His counsel to clients must be sound. 
It must be right. When to build—where to build—what new equipment is 
a profitable investment—what substitute materials are satisfactory, etc., etc. 

He depends upon the editorial pages of THE RECORD for help on 
HOW best to fill his tremendous responsibilities. But 
he depends upon you to tell him in the advertising 
pages, regularly, about WHAT to use to accomplish 
his objectives. 

What it all boils down to is this. The active 
architect-engineer and yourself have many problems 
of mutual concern. Once you recognize that fact, you 
will realize that you can use THE RECORD to “talk” 
to him about those problems. . . to help him, to help 
yourself, more substantially than you may realize. 

Whatever your sales situation, THE RECORD can 
help you today. This is an invitation and a challenge. 
Take us up on it. 





ARCHITECTURAL 


ARCHITECTURAL RECORD 
... with BUILDING TYPES 


Direct to the Heart of 80% of all Building! 

















WHAT ACTIVE ARCHITECT- 


ENGINEERS WANT TO KNOW 


ABOUT YOUR PRODUCT 


Last month we asked leading architects 
about the usefulness to them of ‘Case 
History” type copy and if they preferred 
to see detail drawings showing specific 
applications included in advertisements. 
Below is a sample of their typical replies. 
Complete material on request. Ask for re- 
prints of “Architecture Meets Advertising.” 


© CHARLES FREDERICK BOWERS, AIA 


“Architects are always on the lookout for 
new ways of solving problems. Case his- 
tories should be beneficial. | am for them 
—and | also favor the use of detail draw- 
ings to show a specific application of the 
product advertised.” 


@ PAUL HYDE HARBACH, AIA 


“| don’t care how an advertisement is 
written as long as it gives the information 
desired. All advertisements that tell the 
‘mostest bestest’ are 1T—whether they are 
case histories, measured drawings, de- 
tails or just plain print.” 


© SAMUEL ELDON HOMSEY, RA, AIA 


“We feel, first, that there is a decided 
advantage to ‘Case History’ since it is the 
nearest solution to the ‘Clinic’ of practice 
so sorely needed in our profession. We 
like to see detail drawings showing some 
specific application in advertisments, es- 
pecially for new products. These should be 
checked and rechecked for accuracy.” 


WILLIAM L. STEELE, FAIA 


“May | say that Architecture met Adver- 
tising many years ago and has been 
struggling with it ever since. The only way 
Advertising can help Architecture is by 
being truthful, and | do not mean ‘maybe.’ 
| believe there could be no objection to 
using the name of an architect in an ad. 
The interested reader may then write for 
advice to the architect mentioned.” 


© JOHN GUNTHER, AIA 


“In my opinion ‘Case Histories’ are always 
interesting and informative — and occa- 
sionally very helpful. As to detail drawings, 
| certainly like to see them included.” 








@ BUILDING TYPES —a 
special RECORD editorial 
section devoted to one select- 
ed type of project each month 

. . then reprinted (with ad- 
vertising) and mailed to 
owners Over a 12 months’ 
period as they enter the mar- 
ket on that particular type of 
building. Send for full details. 


F. W. DODGE CORPORATION e¢ Publishers © 119 West 40th Street, New York N.Y. 
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(For story, see page 83) 
SPACE PLACED IN ALL BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1939-1940 
As compiled from reports made to INDUSTRIAL MARKETING by the Agencies. 


Pages [ sed Rank Pages I Jsed 
1940 1939 1940 1939 1940 1939 
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466 
857 


72 
282 


Batten, Barton, Durstine & Osborn, 
In 9.684 


IR0 


5 84 Cowan & Dengler 
41 J. Stirling Getchell, Incorporated... 


4 





Lord & Thomas 

Fuller &@ Smith & Ross, 

1. Walter Thomnson Company 
G. M. Basford Company 
McCann-Erickson, Inc 
Campbell-Ewald Company?7 
Murray Breese Associates, 

The Buchen Company 


Evans Associates, Inc 


“na 


Griswold-Eshleman Co 
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D'Arcy Advertising Company 
Rickard and Company, Inc 


Russell T. Gray, Inc 
Arthur Kudner, Inc 
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Norris-Patterson, Limited 


in tv 


The Aitkin-Kynett Company 
Horton-Noyes Company 

Walker & Downing 

J. J. Gibbons Limited 

Hutchins Advertising Company, Inc 
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Western Advertising Agency 
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Meldrum and Fewsmith, Inc 
Charles L. Rumrill & Company.... 
R. E. Lovekin Corporation 
MacLaren Advertising Co., 

J. M. Mathes, Inc... 

Gardner Advertising Company..... 
Russell T. Kelley, Ltd 

Bert S. Gittins Advertising 
Newell-Emmett Company, Inc 
United States Advertising Corp.... 
Moser & Cotins, Inc 

Compton Advertising, Inc 
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Ronalds Advertising Agency, Ltd... 


Maxon, Inx 
The Fred M. Randall Company.... 
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Theo. M. Martin Company 
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Landsheft and Warman, Inc 
Erwin, Wasey & Company 

Van Auken-Ragland, Inc 

Witte & Burden 

Behel and Waldie 

The Cramer-Krasselt Company 
Van Sant, Dugdale & Co., Inc.. 
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Wildrick & Miller, Inc 
Williams Jenkins Advertising 
Evans, Nye & Harmon, Inc 
Ed Wolff & Associates 
Tracy-Locke-Dawson, Inc 
Doremus & Company 
McLain Organization, 
Rogers & Smith 

Wm. B. Remington, Inc 

2 Brennan Advertising Agency 
73 Terrill Belknap Marsh Associates. . 
74 69 Fox & Mackenzie 
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tincludes © pbell-Ewald Co. of New York 
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Reincke-Ellis-Younggreen & Finn... 


Hazard Advertising Corporation... 
Aubrey, Moore & Wallac e, Inc eee 


Charles W. Hoyt Company, Inc... 


Ketchum Macleod & Grove, Inc.... 


Marschalk and Pratt, Incorporated.. 


Henri, Hurst & McDonald, Inc.... 


MacManus, John & Adams, Inc.... 


James Thomas Chirurg Company... 


Oakleigh R. French & Associates... 


Root-Mandabach Adv. Agency..... 


E. M. Freystadt Associates, Inc.... 
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Byrde, Richard & Pound 

Lamport, Fox and Company 
Roland G. E. Ullman Organization 
Earle Ludgin, Inc 

Arthur Meyerhoff .&@ Company 

Fred Glen Small 

Rogers, Gano and Bachrodt, Inc... 
The Ralph L. Dombrower Co., 
Calkins & Holden 

D. P. Brother & Company, Inc.... 
The Bayless-Kerr Co 

Kreicker & Meloan, Inc 
Platt-Forbes, Inc 

Harry B. Green & Company, Inc... 
Spencer W. Curtiss, Inc 

Needham, Louis and Brorby, Inc.. 
W. S. Hill Company 

Chas. Dallas Reach Co 

The L. W. Ramsey Company 
Keeling & Co., Incorporated 
Commercial Advertising Agency, Inc 
O. S. Tyson and Company, Inc... 
Peterson & Kempner, Inc 

Frank Best & Co., Inc 
Gerth-Knollin Advertising Agency. . 
Hoffman & York 

The S. C. Baer Company 

Howard Swink Advertising Agency 
Swafford and Koehl, Inc 
Weston-Barnett, 

Mace Advertising Agency 

Knox Reeves Advertising, Inc 
Almon Brooks Wilder, Inc 

Earle A. Buckley Organization 

The Franklin Industrial Service, Inc 
T. J. Maloney, Inc 

Gray & Rogers 

Paulson-Gerlach & Associates, Inc 
J. Horace Lytle Company 
Schipper Associates 

John Gilbert Craig 

Geyer, Cornell & Newell, 

Ray K. Glenn Advertising 
Sidener & Van Riper, Inc 

The House of J. Hayden Twiss... 
Walsh Advertising Company, Ltd.. 
Critchfield & Company 
Sommers-Davis Company 
Meermans, Inc 

Roeding & Arnold, Inc 

Staake & Schoonmaker 

Davies and McKinney 

Ralph Dalton & Associates 

Snow, Bates & Orme, Inc 

Walter B. Snow ®& Staff, 
Cummings, Brand & McPherson... 
The Arrick Co 

Williams & Saylor, Inc 

John W. Odlin Company, Inc 

W. L. Tracy 

The Parker Advertising Company. . 
George T. Metcalf Company 
Carter, Jones & Taylor 

Averell Broughton 

Houck & Company, Advertising... . 
Leon Livingston Adv. Agency 

The Caldwell-Baker Company 
Morrison Advertising Agency, Inc. . 
Advertising Producers—Associated. . 
Seemann & Peters, Inc 

Cecil & Presbrey, Inc 

Cory Snow, Inc 

A. J. Denne & Company, Ltd 

Geo. H. Gibson Company 


(Continued on Page 81) 
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[CONTINUED FROM Pact 


SPACE PLACED IN ALL BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1939-1940 


Rank 
1940 1939 
150 215 
152 171 
153) «145 
154 136 
154 151 
154 164 
157 214 
158 196 
158 166 
160 156 
161 162 
162 177 
163 155 
164 187 
165 149 
166 187 
167 139 
168 174 
169 see 
170 181 
171 206 
172 16% 
ive 83a 
174 276 
175 229 
176 237 
177 130 
178 104 
179 226 
179 158 
18] 205 
182 183 
183 199 
184 176 
184 290 
186 108 
187 186 
187 171 
189 167 
190 222 
190 180 
192 141 
192 280 
192 219 
195 244 
196 64 
196 eee 
198 199 
199 251 
200 +218 
201 23 
201 210 
203 196 
204 211 
205 198 
206 215 
207 199 
208 206 
09 298 
210 194 
211 193 
212 191 
212 170 
214 240 
215 261 
216 209 
16 254 
218 161 
218 238 
220 203 
ry) ee 
222 194 
223 220 
223 206 
226 116 


80] 


As compiled from reports made to INDUSTRIAL MARKETING by 


Warwick & Legler, Inc........... 
Bronson West Advertising........ 
Industrial Advertising Agency, Ltd. 
D, Ee Ce DOs ectacabeannes es 
G. E. Hatch Advertising.......... 
Simmonds & Simmonds, Inc....... 
Holden, Graham & Clark, Inc..... 
Lee S. Biespiel Advertising........ 
Carr Liggett, Advertising......... 
Stevens, Inc 
Donovan-Armstrong 
Louis E Wade. Inc 
Baker and Baker & Associates, Inc.. 
Willard G. Myers Adv. Agency.... 
Picard Advertising, Inc........... 
Oswald Advertising Agency, Inc.... 
The Carpenter Advertising Company 
NF EOE oonskandne dune ee 


Parker-Allston PS, a 35a oe wen 
Lucius I. Wightman, E.E., M.E.... 
2 8 et eee 
“See Reeves Peet, Biesck as cccccass 
E. W. Sann and Associates....... 
ee ee 


J. R. Hamilton Advertising Agency 


Campbell-Sanford Advertising Co... 
The Ridgway Company, Inc 
John A. Cairns @ Company....... 
DE BO MGs cc nna haa veeee eer 
R. D. Northrop Company 
Stewart, Hanford & Casler, Inc.... 
Irwin Vladimir & Company, Inc... . 
Scott-Telander Advertising Agency. 
Beaumont, Heller & Sperling, Inc... 
Paul Teas Incorporated 
W. L. Towne 
Chester C. Moreland Co.......... 
John O. Powers Company........ 
The Emery Advertising Co., 
Lee-Stockman, Inc 
McDaniel, Fisher & Spelman, Inc... 
Humbert & Jones 
Presba, Fellers & Presba.......... 
Wheeler-Kight and Gainey, Inc.... 


E. H. Brown Advertising Agency.. 
Fred’k A. Spolane Company....... 
i Se Ge. Leonean aeahnce aa 
Watts, Payne—Advertising, Inc.... 
Paxson Advertising ...........s.: 
The Hubbell Adv. Agency, Inc 
Foltz-Wessinger, Inc. ............ 
The Merrill Anderson Company... . 
eT ree ere 
Mitchell Advertising Agency, Inc 
Scheel Advertising Agency........ 
Wo ee ae 
The Artwil Co. Advertising, Inc 

R. Marshall Advertising.......... 
Alfred Colle Company............ 
Frankel-Rose Company ........... 
Bonsib Advertising Agency........ 
Carter-Thomson Co. ............ 
The Key Advertising Company... . 
POPE BE: cee wkanwenntans 
Hugo Wagenseil & Associates..... 
Johnson, Read & Company....... 
The Keelor & Stites Company..... 
Coleman Todd & Associates....... 


Howard H. Monk and Associates.. . 
William J. Williams............. 


Byer & Bowman Advertising Agency 


Jerome G. Galvin Advertising Co.. 
Alden M. Hammond............. 
Edward W. Robotham & Co...... 
Stack-Goble Advertising Agency.... 
Allen, Heaton & McDonald, Inc... 


*Not full year. 


Pages Used 


1940 


309 
308 
306 
304 
304 
304 
303 
302 
302 
295 
290 
289 
288 
286 
283 
277 
275 
273 
271 
268 
265 
262 
258 
254 
253 
250 
249 
246 
243 


243 
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1939 


167 


234 


287 | 


306 
271 
247 
168 
190 
244 
258 
251 


»s 


259 
203 
276 
203 
296 
231 
220 
175 
245 
270 

94 
145 
134 
322 
380 
152 
255 
177 
214 
184 
230 

88 
370 


206 


234 


241 


155 | 


221 
294 

91 
157 
129 
587 
184 
121 


160 


143 


is 


190 | 


ere 


185 
167 
184 


Rank 
1940 1939 
226 187 
226 393 
229 «22 
230 184 
230 262 
232 250 
233 238 
234 162 
234 202 
236 225 
237 448 
238 254 
239 224 
239 272 
239 254 
239 204 
239 251 
244 242 
245 329 
245 300 
247 254 
247 246 
249 260 
250 233 
251 330 
252 227 
253 142 
254 128 
255 182 
255 248 
257 220 
257 235 
259 262 
260 236 
260 192 
262 231 
262 270 
264 285 
264 335 
264 294 
267 298 
268 308 
269 253 
270 370 
271 366 
27 265 
271 278 
274 285 
275 258 
276 274 
276 136 
278 233 
279 265 
279 185 
279 273 
282 269 
282 259 
282 347 
282 264 
282 229 
287 2495 
288 242 
289 275 
290 302 
290 265 
292 389 
293 +280 
293 302 
295 326 
296 300 
296 283 
296 302 
299 241 
300 «341 
300 «343 
302 294 


the Agencies. 


John Falkner Arndt & Co., Inc.... 
Norman Warren 
E. D. Wolaver Advertising Agency 
Hart Lehman 
Wearstler Advertising, Inc........ 
Lavenson Bureau 
David A. Tynion 
The Baker Advertising Agency, 
Brandt Advertising Company 
Walter E. Battenfield Company.... 
Roth, Schenker & Bernhard, Inc... 
Lanpher & Schonfarber, Inc....... 
pO 8 ee ee 
Hoelke-Martine Adv. Agency, Inc. . 
The Krichbaum Company......... 
Olmsted-Hewitt, Inc. 
Zimmer Advertising Agency 
Harry § fe eer eee 
Ambro Advertising Agency, Inc.... 
James G. Lamb Company......... 
ee Oe NL 5s Adee 68k Are 
Wortman, Barton & Company, Inc. 
Norton Advertising Service....... 
Eldridge-Northrop, Inc. 
Pr. A. Bees C., BiG. cccs cases 
Van Matre Pharmaceutical Adv. Corp 
O'Dea, Sheldon & Canaday, Inc... 
Wade Advertising Agency........ 
OS a SE eee 
R. E. McCarthy Advertising Agency 
Edward Cave Company........... 
K. E. Shepard 
Meredith & Company, Inc 
ee ee, ere 
DE AG GF WON cine Sasevindices 
William Hoffman & Associates..... 
Ratcliffe Advertising Agency...... 
J. O. Buckeridge & Associates..... 
The Ardiel Adv. Agency, Ltd..... 
Charles M. Gray and Associates... 
A. Ws SE Ee, iva ciicnesccs 
Applegate Advertising Agency..... 
‘The Purse Company... ccccsases 
Gross-Schoenwald, Inc. 
a Be eee 
Owen W. Middleton, Advertising. . 
John Stover Company 
Wilson Advertising Agency....... 
H. B. Tove 
Alexander © Brandt... .vccssess 
George Bijur, Inc 
Midland Advertising 
ica. SE POAT ciare ke Relais imma 
Evans & LeMay Advertising Agency 
Merrill Symonds, Advertising 
Cahn, Miller @ Nyburg, Inc....... 
Charles A. Rawson and Associates. . 
R. J. Skala Company 
A. J. Slomanson Associates, 
me 2 rere 
Eastman, Scott & Company 
Gotham Advertising Company..... 
Hyatt Eby 
H. B. Humphrey Company 
Woolley & Hunter, Inc 
W. O. Nettleton and Associates... . 
Associated Advertising Agency, Inc 
The B. D. Iola Company, Inc..... 
SS ee ee eee 
Jessop Advertising Company...... 
The Moss-Chase Company........ 
Spooner & Kriegel. .......ees000. 
Stanley Pflaum Associates......... 
Barnes Chase Company........... 
Engel Advertising, Incorporated... 
Bryant Advertising 


(Continued on Page 82) 


Pages Used 


1940 


167 
167 
165 
164 
164 
160 
158 
157 
157 
156 
154 
153 
152 
152 
152 
152 
152 
151 
150 
150 
147 
147 
149 
144 
143 
142 
141 
140 
136 
136 
135 
135 
131 
130 
130 

28 
128 
127 
127 
127 
126 
125 
123 
121 
120 
120 
120 
119 
118 
117 
117 


115 
115 
114 
114 
114 
114 
114 
112 
111 
109 
108 
108 
107 
105 
105 
104 
103 
103 
103 
102 
101 
101 
100 


1939 


203 

30 
148 
211 


Awe 


— wiv tv 


w= = = 


a oO 
> me 


110 
93 


89 


306 
142 
110 
210 

99 
107 
115 


111 
145 
127 
130 
96 
82 
110 
33 
91 
82 
70 
83 
90 
82 
131 


59 
87 
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[CONTINUED FROM PaGE 81] 


SPACE PLACED IN ALL BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1939-1940 


As compiled from reports made to INDUSTRIAL MARKETING by the Agencies. 


Rank Pages Used Rank Pages Used 
1940 1939 1940 1939 1940 1939 1940 1939 


J 


Philip F. Whitten 47 
Advertisers’ Service, Inc 45 
Freiwald & Coleman 45 
The Crier Advertising Service 44 


peoetem Fi. COWER.c sc ccccccccs - 100 69 379 
Fred G Knapp Adv pO. ¥9 81 381 
Belden Associates 98 87 381 
Guy C. Core C een 97 62 383 
Lester Harrison Associates, Inc... .. 97 80 | 384 T. R. Bauerle Advertising Agency.. 43 
Sales Designers 95 71 385 A. V. Grindle Advertising Agency. 42 
MacWilkins & Cole, I 94 63 385 Keller-Crescent Company 42 
John C. Dowd, Inc 88 27 | 387 Aaron & Brown 4] 
John H. Riordan Company 87 56 387 Norman W. Tolle and Associates. . 
The Frederick-Clinton Company... . 86 76 | 387 2 N. A. Winter Advertising Agency.. 
Wallace W Ring Adv. Agency.... 85 66 390 George Brodsky Advertising 

Ray Taylor & Associates 85 14 390 Guenther Associates, Inc 

Darwin H 83 392 Booth Pelham & Company, Inc.... 
F. A. Ensign Adv. Agency, Inc.... 82 : 392 Sterling Advertising Agency 
Gillham Advertising Agency 82 392 Watson & Company 

St. George & Keyes, Inc 82 ‘2 392 ... Williams Advertising 

Tyler Kay Company, Inc 81 396 38 Ralph L. Power 

Major Advertising Agency 81 , 396 2 Wales Advertising Company, Inc... 
Advertising Associates 80 398 ... Butler Advertising 

The Jaqua Company 80 88 | 398 :} L. W. Wendt Company 

Michigan Street Car Adv. C 80 398 33 The Zlowe Company 

J. G. Proctor Company, Inc 401 3 William D. Andes Design & Adv 
Kenneth B. Butler & Associates... . 401 David Malkiel Advertising Agency. 
The Randall Company 401 3 Joseph S. Vogel & Co 

Robert E. Martin & Company 404 : Schoneman-Hening Agency 

L. F. McCarthy & Associates 405 3 Brewer-Weeks Company 

Vanderbie and Rubens, Inc 405 393 Kelly, Stuhlman & Zahrndt, Inc.... 
Ball & Davidson, Inc 405 2 Westco Advertising Agency 
Richard T. Brandt, Inc 408 3 Thos. E. Basham Agency 

R. D. Allbright Advertising 408 C. Jerry Spaulding, Inc 

Short and Baum, Advertising 410 Ellis Advertising Company 

L. E. McGivena & Co., 410 The Park City Adv. Agency, Inc... 
Edwin Bird Wilson, Inc 412 3 The Victoria Adv. Co 
Ingalls-Miniter Company 412 Flack Advertising Agency 

Ryder & Ingram, Ltd 2 414 David D. Cooke, Adv. Service..... 
MacDonald-Cook Company 414 Charles F. Dowd, Inc 

]. R. Hopkins 8 414 J. W. Pepper Advertising 

Henry J]. Kaufman, Advertising... . 17 414 Sharp Advertising Agency 
Harrison-Rippey Adv é 414 Steketee Van Huis, Inc 

C. Wendel Muench & Company... 419 Albert A. Drennan 

A. D. Walter, Inc 419 Walker Advertising Agency 

Morse International, Jack Yarmov & Company 

Harry Clatfelter Advertising : J. J. Auerbach Company 

Jean Scott Frickelton Jimm Daugherty, Inc 

Acme Advertising Agency Kremer & Howard, Inc 

C. P. Clark, Inc Lockwood-Shackelford Adv. Agency 
Donald K. Morrison ) 3 Samuel Taubman & C 

Solis S. Cantor ,. 4 Gundlach Advertising Agency 
General Advertising Agency, Inc... 8 Malcolm-Howard Adv. Agency.... 
Joseph R. Gerber Company 8 Alfred A. Morse 

Voyle Clark Johnson Agency 3 ] Martin, Frank, Inc 

Bertram Reibel Advertising James Millen, Inc 

Shaw Advertising Agency : 38 Newby, Peron & Flitcraft, Inc 
Bauerlein, Inc : Southall Advertising Agency 
Westheimer and Company Towsend Advertising Service 
George Wilfred Wri The Benison Co.. 

MacKenzie, Inc Lane-Freiberger 

Kotula Advertising ... Stone-Stevens-Howcott-Halsey, Inc.. 
R. Malcolm and Associates Frederick Seid, Advertising 

Fred A Hinrichsen Adv. Agency... Luther Weaver and Associates 
Raymond R. Morgan Company... . Kenneth H. Kolpien Adv. Service. . 
Oren Arbogust . Barnes Advertising Agency, Inc 
Dan B. Miner Company Morton Freund Adv. Agency 

R. W. Sayre Company Hutchins Adv. Co. of Canada, Ltd. 
Gerald S. Beskin Adv. Agency, In« William J. Small Agency 

Graydon E. Bevis, Inc Fort and Company : 

The Clark Collard Company Arthur W Sampson Co., 

Austin C. Lescarboura and Staff... Sidney Garfinkel Adv. Agency..... 
Frank J. Reynolds & Staff Mithoff & White 

Advertising Agency Service Advertising Arts Agency 

Coolidge Advertising Company Conner Advertising Agency, Inc... 
Roy Elliott ¢ ompany Goodkind, Joice @ Morgan. 

D. S. Manson & Associates... Louis Robert Korn Agency 
Sherman & Marquette Liller, Neal & Battle 

Wood, Brown & Wood, Inc Frederick C. Schnake Adv. Agency. 
Associated Adv. Agency, Los Angeles Walter A. Allen Adv. Agency..... 


(Continued on Page 83) 
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[CONTINUED FROM PaGE 82] 


SPACE PLACED IN ALL BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1939-1940 


As compiled from reports made to INDUSTRIAL MARKETING by the Agencies. 


Rank Pages Used | Rank Pages Used 
1940 1939 1940 1939 1940 1939 1940 1939 
455 435 G. E. Eckert Advertising Agency.. 12 13 | 474 422 The J. Carson Brantley Adv. Agency 7 15 
435 391 Manternach, Inc. ......ccccccecs 12 ‘te mm, a... Ue Re errr ee 7 7 
it a ee re ee 12 13 | 474 417 Miestin A. Pokrass.....cccccccics 7 18 
459 438 Advertising Management, Inc...... 11 12 | 474 418 Wadsworth & Walker, Inc........ 7 17 
459 466 Dicklow Advertising Agency....... 11 4 | 478 459 Joseph Maxfield Company......... 6 6 
439 439 Straus Printing Co.....cccccccces 11 6 | 478 448 Barton A. Stebbins.............. 6 ) 
462 ... Olian Advertising Company....... *10 oo | 40 SIO GREE BPO, BRE. 4 vec cccscccese 5 3 
462 446 Peninsular Advertising Agency..... 10 10 | 481 451 Advertising Service Agency....... 4 8 
462 470 Culbreth Sudler Company......... 10 3 | 481 451 Milne & Company, Inc........... 4 8 
462 463 Superior Advertising, Inc......... 10 S$] 462 .« GS Bete O Gleiwcccacicas 4 
462 475 The Yankee Writing Service...... 10 2 |} 481 ... Wallace Advertising Agency...... *4 . 
S67 SPO; Te Se cn sca vcer ese decsecess 9 3 | 485 478 Dake-Johanet Advertising Agency. . 2 l 
467 398 Stanley W. Foran Adv. Agency.... 9 28 | 485 475 Hollywood Services, Inc. ......... 2 2 
467 451 Ray Mills Adv. Agency, Inc...... ) 8 | 485 470 Nurseryman’s Advertising Service. . 2 3 
467 451 John B. Van Domelen............ oy) 8 | 485 443 Parsons, Dorr & Hume........... 2 1] 
471 463 Brooks Advertising Agency........ 8 1 49 GRR TEE WG 60 6 cvdeeadevesteds 2 4 
471 456 The Cunningham Company....... 8 7 NE i. se cekauevent 177,206 160,892 
473 429 1. Ceectes Lussier, O66... 06 600 ccc 8 14 Totals for 479 agencies re- 


*Not fuil year 





porting for both 1939 and 
1940 


176,509 160,892 








489 Agencies Place 177,206 Pages in 
Business Papers in 1940; Up 10% 


@ THE GROWING importance of 
the advertising agency in the prepara- 
tion and placement of advertising in 
business papers is reflected in the fore- 
going tabulation which shows an in- 
crease of 10.13 per cent in space 
placed during 1940. The computation 
is based on reports of 489 agencies 
which were made direct to INpbus- 
rRIAL MARKETING. All agencies listed 
in the Standard Advertising Register 
Agency List were invited to partici- 
pate in the survey. 

[he total number of pages placed 
by the 489 agencies was 177,206 for 
1940, as compared with 160,892 pages 


of business placed in its members’ pa- 
pers by advertising agencies. All 
agencies are urged to codperate in the 
survey in order to establish these vital 
figures. 

If those agencies which placed 1,000 
pages or more in business papers dur- 
ing 1940 may be classified as the 
larger agencies, and those which placed 
from 100 to 200 pages, inclusive, may 
represent the smaller agencies, an anal- 
ysis of the reports shows that the 
larger agencies had a greater increase 
in business during 1940 than the 
smaller ones, the increase for the 
former being 9.65 per cent, while that 





for 1939, 
which were not functioning in 1939 
and had no figures to report for that 
year, the 
both years placed 176,509 pages in 
40, as compared with 160,892 pages 
939, or a gain of 9.7 per cent. 
\gencies were requested to report 
r placements in all kinds of busi- 
papers, regardless of their afhlia- 
s, and whether audited or unaudit- 
Thus, INpDusTRIAL MARKETING’s 
ilation is the only comprehensive 


Eliminating ten agencies 


79 agencies reporting for 


of the latter group was 5.94 per cent. 

Batten, Barton, Durstine & Osborn, 
Inc., Lord & Thomas, and Fuller & 
Smith & Ross, Inc., maintained their 
first, second, and third ranking posi- 
tions, respectively, in 1940 as they did 
in 1939. BBD&O showed a 15.5 per 
cent gain in business paper placements, 
while Lord & Thomas reported an in- 
crease of 25.2 per cent. J. Walter 
Thompson Company advanced its po- 
sition from fifth to fourth in 1940; 
G. M. Basford Company, from sixth 


cator of the amount of advertising to fifth; McCann-Erickson, Inc., 


ied by business papers and _ its 
d. The feature was inaugurated 
year on the request of agencies 
t Associated Business Papers, Inc., 
ded to abandon its annual report 


dropped from fourth to sixth; Camp- 
bell-Ewald Company and Murray- 
Breese each advanced their position 
one place to seventh and eighth re- 
spectively; The Buchen Company 
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dropped from seventh to ninth; Evans 
Associates, Inc., increased its business 
but remained tenth on the list. The 
tabulation is filled with many other 
advances, some of which approach the 
spectacular. 

Scanning the list hurriedly, some 
big increases in business stand out. 
Reincke-Ellis-Younggreen & Finn, 
Inc., which advanced from fifteenth 
to eleventh position in 1940, reported 
an increase of twenty-four per cent in 
business paper placements last year. 
Walker & Downing reported thirty- 
four per cent; Hutchins Advertising 
Company, Inc., thirty-six per cent; 
Sutherland-Abbott, thirty per cent; 
James Thomas Chirurg, thirty-two 
per cent. 

On down the list a couple more 
stand out: Tracy-Locke-Dawson, Inc., 
advanced from 109th to sixty-seventh 
place with an increase of practically 
seventy-five per cent; and Doremus 
& Co. moved up from 103rd to sixty- 
eighth place with an increase of sixty- 
five per cent in business paper place- 
ments. Two other big gains appear 
further on down the list, one being 
J. M. Hickerson, Inc., with 170 per 
cent increase, and Paul Teas, Inc., 
with a gain of 164 per cent. 

In checking the increase of place- 
ments made by the 479 agencies re- 
porting for both years, it is interest- 
ing to note that the gain of 9.7 per 
cent nearly matches the gain of 9.41 
per cent in business carried in business 
papers during 1940, as reported in 


83 





mw ANYTHING WE MIGHT AD 





*% C. T. Williams, Manager, Media ceded by a careful study of the mar- 
and Marketing for Fuller & Smith & kets he wants to reach. In this study 
Ross, Inc., New York, believes that he looks first to the MARKET DATA 
the intelligent selection of trade and BOOK when faced with some new 
technical publications must be pre- and immediate problem. 


—— 


USED IN MOST PLACES WHERE BUSINESS PAPER SPACE IS BOUGHT =" 





> S NC. 
sMITH & Ross | 


YORK 


-_ dvertiring 


new YoRr* . 


CLEVELAND 


pER * 


ity 


envue 
raeictT AV 


. De Crain, ICs, 
os publications, Ince, 
N rast ohio street, 
picages Tlinois 


ear t+ Crain: thorough, reliable 


a a concise, 4 
kK have in our 


"warket Data gee tools we 


Your : 
‘sone of the really —, 
iis and Marketing Departmen’ ne 
| as we do that the intelligen® + a careful 
peliovens publications must be oe mound time ie 
trade and technica. | % to reach, ve have *© eee wal 
staty of the ma ; when o— . 

t our > Ss en t Data Boo e 
again eats orobles, farke — 
and immediate { use of your pook, let 4 
n e have used it to he4p 


and 
pbuilding and constructions ee set 
. ‘ s and im 

1 industries, export dentists, hospitals, 
y tne ci een, distrivation, doctors, ©® | netals, 
mmfacturiné > furnishings, meat pac elastics, sehools, 
hardware, ~ "petroleum, photograply» 

picture e 
eee ships and shoes - and dou 
co -p * 


do not call to mind at the moment. 


ible evidence of ou 


AS prc York office alone, Ww 


in our 

say that in “39 
ys in our studies of 
5, the electrica 


many others which I 


rithout it. 
we'd certainly hate to be witno 


for the list of pub- 


° 
good word, 100s h market. 


. ae oy ® © .. eset eac 
eve * follows your ziscussion of , 
na : 
: ; for @& firs 
t_convenien - poner one > space in 
This is mos” ou're pla : to Con- 
qick look at the field - in addition t 
; forth while. 
200 trade 11 wor 
onl dia, any reli 


lications 


Sincerely yours, 
FULLER & SMITH & ROSS INC. 


meant Media & Marketing 


“How to make it easy to buy 4401 
pages of advertising in more than 300 trade 
and technical papers”—this might well be 
the title of Mr. Williams’ letter, so thoroughly 
does it cover the important part that the 
MARKET DATA BOOK plays in the space 


buying and market survey work of this 
agency. 


An advertising agency with all this experi- 
ence naturally knows its clients’ markets 
and the publications which best cover 
them. Nevertheless they refer to the 
MARKET DATA BOOK constantly for an 
accurate picture of the changes that have 
taken place in the industries they want to 
reach. This is a real tribute to the thor- 
oughness with which this authoritative 


study of markets is made by the MARKET 
DATA BOOK. 





Advertising agencies and manufacturers in 
every section of the country rely on the 
MARKET DATA BOOK for their market and 
media information about the hundred different 
industrial and trade divisions which must be 


considered in sales and advertising programs. 


E Market Data Book 


Bi ii< CHICAGO 


- 42nd St. 100 E. Ohio St. 


LOS ANGELES SAN FRANCISCO 
Garfield Bldg. Russ Bldg. 











INDUSTRIAL MARKETING’s annual 
compilation in the January issue. 
INDUSTIAL MARKETING is indebted 
to the agencies who have codperated 
in making this annual feature possi- 
ble and publicly expresses its apprecia- 
tion. It is hoped that more agencies 
will participate next year to make the 
list even more representative of 
agencies’ contribution to industrial ad- 


vertising. 


[CONTINUED FROM Pace 15] 


Republic Steel 


urges greater speed in the prepared- 
ness program, pays frequent tribute to 


Republic’s organization of ‘62,000 


men who know steel,” and pledges 
continued support in supplying steel 
to all industries vital to America’s de- 
fense and well-being. 

Efhcient merchandising of _ this 
campaign was not overlooked. Four- 
color poster-size reproductions of the 
ads, specially framed, appeared in all 
plants and ofhce headquarters. Four- 
color reprints went to public recep- 
tion desks and offices of key officials. 
Copy in black and white ran in news- 
papers of plant towns and cities. Let- 
ters with reprints went to mailing lists 
of customers, key employes, civic lead- 
ers in plant communities, and to pub- 
lic officials. 

We should like to tell you of many 
other significant features of Repub- 
lic’s forward-looking program of cur- 
rent activities. 

Creation of a division ot commer- 
cial research, headed by Donald R. G. 
Cowan, former president of the Amer- 
ican Marketing Association, reflects 
the realization by management that 
the steady march of efficiency in pro- 
duction must be balanced by a paral- 
lel trend in the commercial side of the 
organization. Market studies for new 
and improved products and the devel- 
opment of improvements in market- 
ing methods as well as in service to 
customers will be grouped under this 
division’s control. 

“We don’t expect you to earn your 
salary during 1941—or even during 
the following year,” Republic officials 
told Mr. Cowan when they hired him 
last winter. ‘We may not have much 
of a sales problem this year or next 
year. But the time is coming when 
our biggest customer, Mr. Federal 
Government, is going to be out of the 
market, suddenly and almost com- 


pletely—when, as and if peace comes 
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to the world—and we are hiring you 
to help us bridge that big gap in 
orders by showing us how to develop 
new uses and new markets so that we 
can carry on with the least possible 
dislocation to our sales and our 
profits.” 

We should like to include details of 
new product developments that may 
help to cure many headaches of cus- 
tomers sadly embarrassed by present 
inability to obtain adequate supplies 
of steel they have been accustomed to 


How Republic ex- 


get in the past. 


. 


for ceramic and clay products 


ENAMEL—refrigerators, 


steel, power, etc. 


ete. 


2. How big is it? 


materials, 


Alloy metal 

Air compressors 
Batching equipment 
Belting 

Chemicals 

Control devices 


Conveyors 


Is it permanent? 


ment, supplies, machinery, 


3. What do they buy? 
Representative needs of these industries are: 


Dryers 
Fans and blowers 
Fuel burners 
Insulation 

(high temp.) 
Magnetic separators 
Material handling 
Minerals 


hibits in trade and industrial show 
are being changed to conform to ou 
conception of the new order of bus 
ness requirements might be of interes 
Republic’s sizeable stake in this cour 
try’s export business, particularly wit 
Latin America, and Republic’s fir 
experiences in radio and trade public 
tion advertising to this highly strateg 
market is another interesting item o 
record. Inauguration of classes 

effective speech training among R 
public executives at the Clevelan 


headquarters suggests still anothe 


I. What does this market include? 


GLASS—plate and window glass, tableware, containers, 


fluorescent lamps, fibre glass, etc. 


stoves, sanitary ware, structural 


enamel, kitchen utensils, etc. 


REFRACTORIES—materials, generally used in brick form, 
for withstanding high temperatures in the production of 

POTTER Y—tableware, art pottery, tile, electrical porcelain, 

HEAVY CLAY PRODUCTS—brick, sewer pipe, tile, ete. 


RAW MATERIALS—hundreds of minerals, chemicals, etc., 
used in ceramic manufacture. 


These industries spend $500,000,000 annually for equip- 


fuel and power, and raw 


Oil and gas engines 
Power shovels 
Power transmission 
Refractories 
Stokers 

Tractors 

Valves 








Although stimulated by defense (priority ratings can be 
obtained for supplying many of the needs of these indus- 
tries) they are essentially peacetime industries and provide 


a permanent, solid market. 
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em which may bring substantial 
vidends to the organization in the 
ears ahead. 

We can no more than give hurried 
vention to these few out of many 
rems that figure in Republic’s plans 
day for the future. 

Republic Steel looks ahead for the 
ime reasons that all American in- 
lustry must look ahead. The biggest 


thing in America today is Nationc! 


t 


i 








efense. it is the job of all industry, 
ynited and unafraid, to keep America 
ree and to preserve the American way 


of life. We industrial advertising men 
possess the biggest opportunity of our 
lives to aid in that job. Let’s not muff 
it. Let’s keep looking ahead! 


Crafts at Ft. Bragg 


E. F. Crafts, formerly a member of the 
advertising department of Republic Steel 
Corporation, Cleveland, is now in training 
with Battery D of the Fifth Field Artillery, 
Fort Bragg, N. C 


ABP Admits Oil Journal 


Associated Business Papers has ad- 
mitted to membership The Oil and Gas 


Journal, Tulsa, Okla 





for economical, effective catalog 
coverage—CERAMIC DATA BOOK- 


I. Provides thorough coverage. 





2. 


We'd be glad to give you help 
without any charge 
your 


for 


catalog. Let our Service 
Dept. submit an idea. Press date 
CDB is September 1, 1941. 


6,000 copies are used by 22,800 executives in every ceramic 
and clay products plant in the United States and important 
plants in Canada, South America and non-combatant foreign 
countries. Some plants use as many as 35 copies, providing 
important penetration. 


85.1% average renewals of advertisers. 


Proof that advertising in Ceramic Data Book pays dividends 
is shown in the fact that advertisers take space again and 
again. Through good and bad times alike, since 1935 the 
percentage of advertisers who have repeated has been 85.1%. 


. 


istablished over 19 years. 


Since 1922, Ceramic Data Book has been serving these 
industries. Its use has become a habit of long standing. 


Economical sales insurance. 


Your catalog protects your whole sales appropriation by 
providing essential information at 

the moment of purchase. A sur- 
vey of the readers of Ceramic 
Data Book showed that 84.5% 
use it more often than any 
other source for buying infor- 
mation. And this sales insur- 
ance costs only 3c, or less, per 
catalog page per recipient, 
which you will recognize as 
an economical catalog cost. 












in preparing 


CERAMIC DATA BOOK 


Published by INDUSTRIAL PUBLICATIONS, INC., 59 East 
Van Buren St., Chicago, publishers of Building Supply News, 
Practical Builder, Ceramic Industry, and Brick & Clay Record 
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William A. Wolff of 
Western Electric Dies 


William A. Wolff, information manager, 
Western Electric Company and Electrical 
Research Products, 
Inc.. New York, 
died July 24, while 
on a vacation trip 
in Maine. He had 
been ill for several 
months and was 
fifty-eight years old 
Mr. Wolff was one 
of the founders of 
the National Indus- 
trial Advertisers As 
sociation and served 
as president during 
1926-27; and _ in 
1921 and 1924 he 

W. A. WOLFF was president of 
Technical Publicity Association, its New 
York chapter. At the time of his death 
he was a director and secretary of Con- 
trolled Circulation Audit, Inc 

Mr. Wolff joined Western Electric in 
1905, after graduation from Columbia Uni- 
versity School of Engineering, and follow- 
ing a succession of promotions in the 
equipment engineering, sales, and manu- 
facturing departments, he joined the adver- 
tising department as publicity and copy- 
writer. Ten years later he was named 
advertising manager, which post he held 
until 1940, when he was made information 
manager 

He is survived by his widow, Dr. Har- 
riette Hart Wolff, a son, John Carl, and 
two daughters, Catherine and Dorothy, 
who reside in Woodmere, 4 F. 





Armstrong Cork Reorganizes 
Advertising Department 


M. J. Warnock, director of advertising 
and promotion, Armstrong Cork Company, 
Lancaster, Pa., has announced a reorgan 
ization of the advertising and promotion 
department to facilitate carrying out its ex- 
panding activities 

Under the new form of organization, 
three groups—advisory, creative, and staff 

have been designated to handle the vari- 
ous activities of the department under the 
general supervision of Mr. Warnock and 
E. Cameron Hawley, assistant director of 
advertising and promotion 

Three general advisory consultants have 
been appointed for the department. They 
are W. W. Herrold, who has been named 
project manager; C. W. McMahon, art 
director; and Hazel Dell Brown, who will 
continue to serve as manager of the Bureau 
of Interior Decoration 

Three creative sections have been estab- 
lished, each responsible for the creation 
of advertising and promotion for a desig 
nated group of products. John P. Waters 
has been named manager for the floor di- 
vision creative section; Paul C. Bunker 
has been appointed manager of the build- 
ing products and glass and closure creative 
section; and Gray Playter has been named 
manager of the technical products creative 
section. 

Dorothy K. Gundaker has been appoint- 
ed production manager. 


Agency Changes Name 


Smith, Hoffman & Smith, Pittsburgh, 
has changed its corporate name to Smith, 
Taylor & Jenkins, and Robert M. Jenkins 
and Ronald P. Taylor, formerly account 
executives, have been made vice-presidents 
A. J. Mittelhauser, formerly of O. Hom- 
mel & Company, has been added to its 
technical division 
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OUR PLEASURE 


To tHe Eprror: In behalf of the 
National Industrial Advertisers Asso- 
ciation, I should like to take this op- 
portunity to thank INpusTRIAL Mar- 
KETING for its codperation in publish- 
ing the complete NIAA membership 
roster in the July issue. This is a very 
impressive list and certainly we are in- 
debted to you for the splendid work 
you have done in making it available 
to the advertising profession. 

Ricwarp P. Dopps, 
President, National Industrial 
Advertisers Association, 


Youngstown, O. 


vyvyy 
WHY HOUSE ORGANS FAIL 


To tHe Eprror: I read the first two 
articles in your series on house organs 
and enjoyed them, although I could 
not help but be somewhat disappoint- 
ed that in all the house organs men- 
tioned, only a couple of the old pub- 
lications appeared. When I say “old,” 
I mean those published prior to 1910. 

“The Locomotive,” published by the 
Harttord Steam Boiler Inspection and 
Insurance Company of Hartford, men- 
tioned in your July article, is the sec- 
ond oldest known house publication. 
Trav elers Protection,” published by 
the Travelers Insurance (¢ ompanies of 
Hartford, is the oldest—the first issue 
appearing in March, 186§S. 

Why is it that some house organs 
fail and others endure? It probably is 
tor the same reason that some busi- 
nesses last and others do not. More 
people who start in business quit after 
a tew years than continue, and the 
reasons for their discontinuance are 
various and sundry. House organs in 
like manner fail for various reasons— 
the reasons pretty closely paralleling 
those for business failure, which rea- 
sons we know well enough without 


intimating such. 
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There is one thing I have noticed in 


quite a number of house organs that is 
somewhat disappointing, and that is 
what may be called an over-attention 
to printing layouts and format rather 
than to what is written. I mean by 
that there is a tendency in places to 
emphasize form over substance. That 
which keeps a house organ alive (I am 
referring particularly to such as go 
out into the general trade, and not 
strictly internal house organs) is its 
tone. It is the picture, rather than 
the frame, which draws the real atten- 
tion that keeps this type of publica- 
tion alive. It isn’t the thing called 
printer’s or artist’s technique that ba- 
sically counts—it is the soul of the 
printed pages, the personality of this 
printed ambassador to the court of 
public opinion. 

It would seem to me that at least 
some house organ editors might be in- 
terested if you would look over some 
of them in detail and analyze different 
types, and do the analyzing yourself 
or let some of your editors do it, not 
an individual house organ editor who 
naturally has his own axe to grind. 
You might review some that have been 
successful though not so old—say pub- 
lished a dozen years or so—then review 
some of the new ones that look prom- 
ising and see if you can find what in 
all of them made them successful. 
{Such articles are scheduled. | 

I have a hunch that one thing you 
might find in an analysis of this kind 
—especially publications that go out 
to the general trade, as distinct from 
insurance agents’ papers and publica- 
tions for employes only—is that those 
who have failed or are likely to fail 
are those who make the house organ 
basically display pages for product, 
supplementary pages to a catalog, with 
little thought of getting out some- 
thing that would interest the receiver, 
who, in a house organ, it would seem 





to me, is interested in something dif 
ferent from just another form of prod 
uct advertising. 
L. L. Brastow, 
Director of Sales Promotion 
The Trumbull Electric Mfe 


Company, Plainville, Con: 


a 
HANDLING COMMISSION SALESMEN 
UNDER TODAY'S CONDITIONS 

To tHe Eprror: S. S. Mellor, ad 
vertising manager for Porter-Cab 
Machine Company, Syracuse, N. ¥ 
hit the number one question of th 
day on the head in his letter, “Priori 
ties Effect on Commission Salesmen,” 
reproduced in your July issue. 

Last week we were fortunate in be 
ing able to attend a real discussion on 
this very subject—not an ordinary 
meeting, but one with plenty of ac 
tion—the regular monthly meeting of 
the Sales Managers’ Club of Portland. 
In attendance were: J. J. Heineman, 
sales manager, Jantzen Knitting Mills; 
John Youell, vice-president, Consoli 
dated Freightways; J. J. O’Donnell, 
Triangle Milling Company; W. W. 
Lake, Mailwell Envelope Company; 
Charles Wintermute, Pendleton Woo! 
en Mills; William Moore, Coca Cola 
Bottling Company, and a number of 
other ace sales managers. 

Getting down to brass tacks, here’s 
their concensus for taking care of 
commission salesmen under today’s 
conditions: 

1. Create new by-products tor 
salesmen to sell. For instance, a short 
age of new automobiles will at last 
give the used car market a break. 
Figure out new products, gadgets, etc., 
that could be made up. 

2. Lull in supplies gives your sales 
men a chance to build good will and 
take care of complaints which are 
piling up at this time. Tough times 
ahead are inevitable; we must prepare 
for them by keeping the custome: 
happy. Good will must be maintained 
at all cost. 

3. Many commission salesmen ha 
already made their quotas or sold m« 
than they did all last year. Bring 
them in to learn plant operation and 
production or give them a vacat 
and leave of absence until more s 
plies can be obtained. 

4. The percentage of companies 
able to supply sufficient quantities 
defense materials to warrant sales 
resentation are small in comparisor 
the enormous production of the 
jority of business houses. 
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Another good point brought out 


+ 

; s to have one salesman handle the 

, fense orders for each particular firm 

that large orders would not cause 
J irged hat bands and encourage 

, t iles coasting.” 

6. Now is the ideal time to make 

; changes; weed out your “dead wood.” 
: Build a strong super sales force to take 

care of the future. Base your business 
measuring slide rule on the past, pres- 

: ‘ ent, and future instead of just the 

| : present. Other defense industries will 
: absorb your discards. 

x : 7. Push your more profitable items; 
drive for premium business. Push the 
| business on merchandise still available 
in both quality and quantity. 

. 8. Above all, don’t get lax in your 

r efforts just because business is good. 

. Be careful the customer doesn’t get 

‘ the idea you are too busy, and that 

. ) you don’t care about his business. 

d 9. As Mr. Mellor says, ““Many com- 

” panies are not in a position to put 

" their men on a salary and something 
should be done to strengthen their 


confidence.” We feel the aggressive 

salesman will see the handwriting on 

the wall and get out to look for a new 

; position. If the particular business he 

i is now in cannot carry him any longer 
and none of the above solutions will 
work, a salesman is doing justice to 
both his employer and himself by 
looking for a new field. 

10. The typical American salesman 
will never have to worry about him- 
self, for he has enthusiasm, person- 
lity, and experience which will carry 

n him along regardless of what line he 

is now selling or will sell in the future. 

Mr. Mellor’s stand is very admirable 

loyal, but he can rest assured the 

rican salesman will be able to take 
of this problem now facing us. 
Tuomas B. Fitrcn, 


rict Freight Agent, Consolidated 





Freightways, Inc., Portland, Ore. 


,  ¥ 
D HOUSE ORGANS 


) THE Eprror: I have read your 


> o> F 


“House Organ 
Industrial Adver- 
which appeared in the June 
We, of the Lighting Division, 


esting article, 


tice Among 


been sending out a similar pub- 
on to our utility and municipal 
mers for the past three years. 
he “Lighting Digest” is, as the 
implies, a digest of more com- 
Most of the business 
today are so busy that they very 


articles. 


1 pass up a complete story to read 


at a later date only to forget it. In 
many cases important information has 
passed on unnoticed that might be 
helpful to them. The “Lighting 
Digest” was designed to take care of 
this gap. It takes only a few minutes 
to read, yet is packed full of the es- 
sential information a lighting man can 
use. Very many of these lead to re- 
quests for more complete information. 

The “Lighting Digest” has been de- 
signed to keep our customers informed 
on lighting practices in the various 
parts of the country; to keep them 
up-to-date on new equipment and ap- 
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plication ideas; and to promote the i] 
idea of adequate lighting. | 

We feel that this publication has 
been very successful. Based on a ques- 
tionnaire which we sent out a year 





ago, it is widely read and accepted. 


Schenectady, N. Y. 
, 
MAINTAINING THE TIE 
To tHE Eprror: We thought you 
might be interested in what we think 
is a timely and worthwhile innovation 


E. J. Watsn, 
Editor, General Electric Company, 











20,523 PRESIDENTS AND 
MORE THAN 30,000 OTHER 
EXECUTIVES: DUN’S REVIEW 
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here at “Caterpillar.” This attached 

note (below) from Advertising Mana- 

ger G. M. Walker, accompanied by a 

schedule for each man and girl in the 

department, was recently routed and 

is now being checked weekly. Our 

“temporarily absent members” are in 
the armed services. 

R. B. TerHune, 
News Bureau, Caterpillar 
Tractor Company, Peoria, Ill. 


It has been suggested, and I think the 
idea is an excellent one, that all of us 
in the advertising department accept as 
a pleasant duty the obligation to remind 
our temporarily absent members that they 
have not been forgotten. Instead of in 
dividually and indefinitely resolving to 
write “sometime soon,” let's do this on 
a planned and organized basis, per the 
attached. Miss will follow 
up with a reminder in the week you are 
to write Include in your letter items 
about Peoria news, company news, this 
department, the weather, or anything else 
that might be of interest—it will help 
a lot to cure attacks of lonesomeness and 
homesickness, and to preserve a bond of 
friendship 

G. M. WALKER 
Advertising Manager 


—-e 
TIMELY TOPICS 


To tHe Eprror: With the changes 
in advertising technique due to the 
defense situation, we rely more and 
more on information found in your 
editorial columns. I know of no other 
magazine that covers the industrial 
advertising situation as completely as 
INDUSTRIAL MARKETING. 

Your Copy Chasers’ “O.K. As In- 
serted” is one of the best means of 
calling our attention to good and bad 
advertisements. I am glad to see from 
the last issue that you intend sub- 
mitting this work with suggestions 
on improving the poor advertisements. 
This should create just that much 
more interest in The Copy Chasers. 

We feel, in my organization, that 


you are doing a swell job. Just keep 
it up. 
J. G. Kuester, 
J. G. Kuester and Associates, 
York, Pa. 
, a 
MINCING NO WORDS 
To tHe Eprror: O. K! 
it and I'll be glad to read it—any way 


You print 
it comes out. But I think you slipped 
a cog this time in letting The Copy 
Chasers yield to somebody's pressure to 
cut out specific references and perti- 
nent comments on ads that are sloppy, 
punk, and a detriment to the good 
job all of us are trying to do. 

For Pete’s sake! This is a great 


step forward, isn’t it, when we choke 
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4-WAY VALVES 








Evidently believing the Chinese proverb, 
Homestead Valve tells a convincing story 
about the utility of its three- and four- 
way valves with a group of clearly drawn 
diagrams which speak for themselves 


off one of our own channels of criti- 
cism—helpful criticism. Have you 
taken equal steps to stop criticism 
from other less informed groups, too? 
I realize how low anyone can feel after 
pulling a flop—I’ve been down there. 
But what can get us back in the 
groove quicker than a well-intentioned 
kick in the pants? 

If the idea is so good—this hiding 
our ostrich heads—why not start a 
move to drop the last embarrassing 
third of Starch Reports? 

Notanytoodamnedhappyabout t h e- 
W holething. 

Paut E. 


Advertising and Promotion, 


WHITNEY, 


G-E Home Bureau, Bridgeport, Conn. 


vy Vv YF 

BRASS TACKS STUFF 

To tHe Eprror: Based on my ex- 
perience as editor of three business 
publications several years ago, | know 
how welcome comment of any kind is 
to a man in your position. As an old 
subscriber to INDUSTRIAL MARKETING, 
on many occasions I have felt the urge 
to drop you a line, commending some 
special article or issue. INDUSTRIAI 
MARKETING never fails to carry some- 
thing of special interest and value to 
me. I especially like the realistic prac- 
tical approach your contributors take 
when they tackle in print a problem 
in industrial advertising or marketing. 
None of that glass-top desk theory. 
And small wonder at that, for they 
are, as a general rule, the outstanding 


men in the profession and they writ 
from experience. 

If you raised your subscription pric 
to $10, INDUSTRIAL MARKETING wou! 
still be a bargain. A single idea is fr: 


quently worth many times th 


amount. 
Keep up the good work. Give 
more of the same. 
Lowe.Lt H. Swenson, 
Advertising and Sales Promotion 
Manager, Wm. Bros Boiler & Mf ¢. 
Company, Minneapol: 


Keene Made Assistant 
Sales Manager at Grinnell 
Harry A. Keene, publicity and pro: 


tion manager, Grinnell Company, Provi 
dence, R. I., has been made assistant sales 
manager in charge of branch office opera 
tions. He will continue to have charge of 
all marketing and sales promotion functions 
and has appointed two assistants for this 
purpose 

Frederick L. Jackson becomes assistant 


promotion manager and will be responsibk 


F. L. JACKSON A. F. VAN ECK 


for all marketing, publication advertising, 
and sales promotion activities. Arthur | 
Van Eck has been made assistant publicity 
manager in charge of direct mail, catalogs, 
and other printed material, and exhibits 
Both men have been associated with Mr 
Keene for several years 


Space Goes Fast for 
National Metal Exposition 


Because of the keen interest 11 
materials and their fabrication in cor 
tion with the Defense Program, the Na 
tional Metal Congress and Expositior 
be held in Philadelphia, Oct. 20-2 
expected to be more pretentious than « 
according to W. H. Eisenman, secret 
American Society for Metals, which 
sors the show. At this time exhib 
space sales are ten per cent ahead of 
year 


Tyson Gets O.Z. Electrical 


The O z Electrical Mfg Comrt 
Brooklyn, manufacturer of conduit fit 
and other electrical specialties, has 
pointed O. S. Tyson and Company, 
New York, to handle its advertising 


Davis to "Sweet's" 

R. W. Davis, formerly with Pra 
Builder, has been appointed direct 
field sales for the new Sweet's Catal: 


for Builders 
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Pointers on Layouts 


pe and use the additional white 
space resulting as a frame, just as 
pointed out in the foregoing para- 
graph. As a general rule, says Mr. 
Goode, you can let each edge be one- 
tenth as wide as the space occupied by 
the copy itself. Let me hasten to add 
that this is not a treatise on typogra- 
phy—lI leave that to more experienced 
hands—but a resume of a few aspects 
of the handling of this important ele- 
ment in making the general ad more 
attractive and interesting. 

Too much hand lettering in an ad 
detracts from the finished appearance, 
because even the best hand lettering 
does not impart clean-cut concise- 
ness to the ad as does regular type. 
Here are a few more pointers: 

1. The ad should hang together. 
Each element should touch or overlap 
another part, actually or optically, so 
that if you could pick up any one 
part, the other parts would not drop 
off, but would hang on—like the links 
in a chain. 

2. In using illustrations don’t waste 
space by including unnecessary parts, 
but cut them off unmercifully and re- 
tain only the parts which really por- 
tray the subject as big and dramatically 
as possible. Wherever practical, show 
real people in your illustrations. 

3. Create original ideas in which to 
frame the different parts of the ad. 
Familiar devices are the rounded cor- 
nered illustrations, sharply shaded out- 
lines, cartoon copy panels, “calling 
card” copy frames, etc. 

| believe it was Elbert Hubbard 
who said: “Reading advertisements, 
and acting on them, is like kissing. It 
goes by favor.” But before your ad 
will be read by enough people to make 

1y, you have to attract them to it 
by making it look interesting. The 
subjects I have touched on have been 
ful to’ me; and while the skilled 
titioners and litterati of the pro- 
ym may not have benefited from 
matter covered, I hope these few 
will be helpful to those ad crafts- 
who may be today’s lesser lights 
who will be in tomorrow’s spot- 


L. Steel Advances Two 

e Jones & Laughiin Steel Corpora- 

Pittsburgh, has appointed James Mac- 

Jr., manager of pig iron sales, and 
Stewart manager of by-product 
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Dole Advances Phillips 


The Dole Valve Company, Chicago, has 
promoted Stuart G. Phillips to treasurer 
and comptroller of the company. Mr. 
Phillips, who was formerly assistant secre- 
tary and advertising manager, will con- 
tinue to direct the company's advertising. 


Wilbur and Williams Appoints Snow 


Cory Snow, Inc., Boston, has been ap- 
pointed to hardle the advertising of The 
Wilbur and Williams Company, Boston, 


manufacturer of paints, oils, rust removers, 


Inc., has become vice-president and general 
sales manager of the Airtemp division, 
Chrysler Corporation, with headquarters 
at Dayton. 


Cement Account to J-W-T 


The Instituto de Cemento Portland Ar- 
gentino, an organization formed by Argen- 
tinian cement companies to increase the 
use of cement, has appointed the Buenos 
Aires office of J. Walter Thompson Com- 
pany to handle its advertising. 


Daniel to Terre Haute 


etc 


Zimmerman to Airtemp 


Paul B. Zimmerman, formerly 
president and treasurer, Grace & Bement, 


C. M. Daniel, formerly with Interna- 

tional Harvester Company in Davenport, 

Iowa, has been appointed sales promotion 

vice- and advertising manager of its Terre 
Haute branch. 











fa Few Words _ 
FROM the Wise! 


“I am very glad to have this di- 
rectory, and am sure it will 
prove of assistance in my of- 
fice and to other members of 
our organization.”"—E. E. WIL- 
SON, PRES., UNITED AIR- 
CRAFT CORP. 


“By far the most complete and 
handy directory of aeronautical 
organizations and _ personnel 
that I have seen. I keep it at 
my desk for constant reference.” 

J. STORY SMITH, PRES.. 
JACOBS AIRCRAFT ENGINE 
co. 


“From a study of the copy re- 
cently received by this office, 
an immense amount of work 
must have gone into its com- 
pilation and consequently it 
will prove of immense value to 
those who use it as a refer- 
ence.”"--COMMERCIAL AVIA- 
TION (Canada). 


“It is an extremely welcome 
addition to aviation publications 
and should be in the hands of 
ali aeronautical industrialists.” 

AERONAUTICS (Great 
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ihe semi-annual AMERICAN AVIATION DI- 
RECTORY is the aviation industry’s major ref- 
erence book—just as its advertising pages are 
practically a “directory” of the companies that 
succeed in selling to this rich market! Why? 
Because these advertising pages keep repeating 
their sales messages month after month to the 
top executives in the industry. Your product or 
service quickly gains permanent identity here— 
it’s in the right spot to be seen by the right men. 


What company does AMERICAN AVIATION 
DIRECTORY keep? These figures indicate the 
scope of its concentrated circulation—it reaches 
95% of America’s airlines, 86% of the aircraft 
engine manufacturers, 100% of the major air- 
craft manufacturers, and 72% of all aircraft man- 
ufacturers! And these figures indicate the quality 
of that circulation—66% of the Directories go 
direct to companies, 32% to individuals in execu- 
tive positions, only 2% to non-executives. 


In short, if you want your advertising to go to 
the proper places—and keep going for months 
—it belongs in AMERICAN AVIATION 
DIRECTORY! 


American Aviation Associates rounds out its 
service to the industry with two other publica- 
tions. “American Aviation,” published twice a 
month, is the news-magazine for aviation execu- 
tives. “‘American Aviation Daily’ is an_ in- 
formed, up-to-the-minute Washington newsletter 
reporting daily on every phase of the industry. 


rican 
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ADVERTISING VOLUME FOR JULY ISSUES OF 
INDUSTRIAL, TRADE, AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies and have 
standard 7x1l0-inch type page 


July 
Pages 
Industrial Group 1941 1940 
Aero Digest ....... ceee "EER “aaa 
Air Conditioning & Refrig 
eration News (w) (11% 


BEG ccvccccsacescosac $27 $35 
American Builder & Build 

OO Pare “vs 70 70 
American Machinist (birw). 315 225 
Architectural Forum ...... 80 71 
Architectural Record ...... 55 52 
Automotive Industries (bi 

We sacaeeend ‘ 97 77 
Aviation .... ee ee 128 94 
Bakers’ Helper (€.0.Ww.).... S4 QS 
Brick & Clay Record...... *24 *20 
Bus Transportation ....... 61 60 
Ceramic Industry ........ *33 *29 
Chemical & Metallurgical 

Engineering wd 182 139 
Civil Engineering ...... : 22 17 
Coal I rat oe a tebe ‘ 58 66 
Construction Digest (bi-w) 53 46 
Construction Methods (8% 

St weenee~ 6 ime dees 66 69 
RE Udo er eet ewnne ees 96 $1 15 
Diesel Power & Diesel Trans 

DOTTALION ccc ceccesces 41 35 
Diesel Progress (8x11) 34 29 
Electric Light & Power.... 70 50 
Electrical Contracting ..... 68 47 
Electrical South ee 18 1f 
Electrical West beecceceue 33 22 
Electrical World (w) ..... 159 147 
Engineering & Mining Jour- 

OE Gaara Sted a aca i 65 76 
Engineering News Record 

0 Re ee eee t209 129 
Factory Management & Main 

a : er 170 132 
Food Industries .......... 64 62 
Foundry ...... ‘0% $99 65 
OS Pr rere ‘aegis 35 30 
Gas Age (bi-w)......c00. 81 $2 
Heating, Piping & Air Con 

a 64 56 
Heating & Ventilating...... 30 28 
Hitchcock's Machine Tool 

Blue Book (414x6lyn)... *227 *147 
Industrial & Engineering 

Chemistry (3 editions).. 129 93 
Industrial Power (412x654) 80 72 
i Fee: BUN cc ccetsases ~1*448 *305 
Laundry Age i an ait ine a 49 6 
Machine Design ......... 87 62 


Machinery bets soweeene $330 §276 
Manufacturers Record ; 35 36 
Marine Engineering & Ship 

aa 10s 78 
Mechanical Engineering ... 42 34 
Metal Finishing .. 6. eae 47 44 
Metal Progress . , — 80 66 
Metals and Alloys.. 65 52 
Mill & Factory epee, 110 
0 aA 95 74 
Modern Machine Shop (4! ? 

eget 210 163 
National Petroleum News 

(w) .eeeeeweeeaee's t||79 187 
National Provisioner (w).. 90 87 


Oil & Gas Journal (w) (9x 


12) ‘ socccces Ennaee “8243 
Ce OG CW Psccececces §211 §197 
The Paper Industry and 

Paper World .......... 68 65 
The Paper Mill (w). 60 62 
Paper Trade Journal (w).f!/*113 *85 
Penal Points eee 5§ 47 
Petroleum Engineer 44152 F4114 
Pit & Quarry , ° *81 *63 
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July 
Pages 
1941 1940 
RR ne np epee 170 155 
Power Plant Engineering... 80 67 
Practical Builder (10x15) 17 10 
Nail ie ere cede ben 3 31 
Product Engineering ...... 109 95 
Products Finishing (41x 
SGT 6eckcenanceens seen 37 26 
PE oot aeak sk 6 ohne 87 67 
Railway Age (w)......... $144 §143 
Railway Purchases & Stores 79 71 
Refiner & Natural Gasoline 
Manufacturer .......... 103 95 
Roads & ee 54 51 
Southern Power & Industry 67 41 
Steel Pe Abbe dvatbeucees 233 ~210 
Telephone Engineer eecsecece 27 25 
Deen FP i csncsccs *|69 *57 
Textile World coeescccsece 92 84 
Water Works & Sewerage.. 36 31 
Water Works Engineering 
0 re es eee +59 +70 
Welding Engineer ........ 29 20 
Western Construction News 59 56 
Wood Worker eeceoeseeeees 44 39 
Wood - Working Machinery 
(4! 9x6! Dp cccoseccescs wb) *54 
pee eee 7,892 6,576 
Trade Group 1941 1940 
American Artisan ........ 62 60 
American Druggist ....... 57 54 
American Exporter ....... #133 183 
Boot & Shoe Recorder (w) *85 *87 
Building Supply News..... 3 34 
Commercial Car Journal... 85 77 
Domestic Engineering ..... 63 F2 
Electrical Merchandising (9 
IN a nacia ak regis id Sate we as *32 *34 
Farm Implement News (bi 
OE na aalare edn ae halmed 58 50 
Hardware Age (bi-w)..... $391 §371 
Jewelers’ Circular—The Key 
Be <@weceoceeasdoecese 51 51 
Mida’s Criterion ......... 3 3 
NE ia bb pen ease we eed 80 69 
Motor Age ............--; 50 35 
Plumbing & Heating Journal 22 27 
Sheet Metal Worker...... *49 *4] 
Southern Automotive Jour 
ip a Se Cree 49 39 
Southern Hardware ...... 3] 26 
Sporting Goods Dealer.... 33 40 
0 ae 1.365 1,333 
Class Group 
Advertising Age (w) (1034 
4) AS ae ee ee 66 64 
American Funeral Director. 44 40 
American Restaurant ..... 44 45 
Hospital Management ..... 28 16 
Hotel Management ...... 59 51 
Industrial Marketing ...... 57 50 
Modern Hospital ......... 80 65 
Nation's Schools ......... 24 30 
Oral Hygiene (4 5/16x 
(eo) ee 88 94 
Restaurant Management ... 38 28 
Trafhe World (w)........ 65 67 
«4:6 S448 w% eee wee 593 550 


§Includes special issue. *Includes clas- 
sified advertising Last issue estimated 
tFive issues. Three issues. +¢*Two is- 
sues. **Two editions only. French edi- 
tion suspended temporarily since August, 
1940 





July Advertising 
Up 16.4°% Over Last Year 
@ ADVERTISING in business paper 


continues on the increase over la 
year with reports for July issues shoy 
ing a gain of 16.4 per cent over issu: 
of July, 1940. The gain for the fir 
seven months of this year was 12.¢ 
These figures are based on reports < 
112 publications shown in the accom 
panying tabulation. 

The industrial group, as represented 
by eighty-two publications, carried 
twenty per cent more business in July 
issues of this year as compared with 
similar issues a year ago. This group 
shows a gain of 15.2 per cent for the 
first seven months of 1941. 

Nineteen papers in the trade group 
were 2.4 per cent ahead of July, 1940, 
issues and are 2.2 per cent ahead for 
the comparable seven months period. 

The class group, as reflected by re 
ports of eleven papers, carried 7.9 per 
cent more business in July, 1941, is- 
sues than in those of last year. For 
the period to date, the group shows a 
gain of 7.2 per cent. 

In the tabulation last month, the 
figures for Construction Digest were 
transposed and should have read: June, 
1941, 58 pages; June, 1940, 50 pages; 
first six months, 1941, 339 pages; first 
six months, 1940, 288 pages. 

The six-month totals for Southern 
Power §§ Industry were reported in- 
correctly and should have read: first 
six months, 1941, 429 pages; first six 
months, 1940, 294 pages. 


Perkins Wins Aldrich Cup 


E. V. Perkins, The Petroleum Engineer 
won the Paul I. Aldrich cup for low net 
in the Chicago Dotted Line Club golf 
tournament held June 27. The event 
marked the organization's tenth annr 
sary. N. R. Swartwout, Bakers’ Helpe? 
took low gross honors; B. C. Bowen, B 
& Shoe Recorder, won the blind bos 
and H. H. Morrison, Simmons-Boardman 
Publishing Corporation, won the award 
for the lowest score on the three longest 
holes 

Other major event winners were 
low gross, first nine, Emil Stankey, T 
World: first low gross, second nine, ! 
Clissold, Bakers’ Helper; first low 
first nine, H. S. Wallace, The Nat 
Provisioner; first low net, second 
G. D. Crain, Jr., InpUSTRIAL MARK! 


} 


White Leaves McGraw-Hill 


Leavitt S$. White, promotion mat 
Product Engineering, and previously 
American Machinist, has resigned t 
the public relations department 
Pont de Nemours & Co., Wilmir 
Del. He will be succeeded by John 5 
formerly one of the editors of P 
Engineering 
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WEBSTER SAYS 


SERV/CE cans 


OUR CUSTOMERS SAY 


SERVICE arans 


a 


WE SaY 


SERVICE arans 





BOILER TUBE CO. OF AMERICA 


So that there will be no misunderstanding 
of what it means by “'service", Boiler Tube 
Co. of America explains it from three view- 
points with an interesting pictorial layout 


CONTINUED FROM PaGE 21] 


Underwood's Campaign 


and get the jump on tomorrow’s work 
today. 

One of the best w ays we can tell 
the story of our products is through 
the business magazines which are cir- 
culated among the executives and 
management ofhcers. UEF advertise- 
ments are scheduled to appear in regu- 
lar sequence in a large group of busi- 
ness magazine including Financial 
¥ rid, Business Week, Forbes, Na- 
n’s Business, American Business & 
System, United States News, Dun’s 


Review, The Controller, Journal of 
\ccountancy, Journal of National 
Association of Cost Accountants, 


rican City, National Auditgram, 
hasing, Retail Management, Mu- 
nicipal Index, and a number of others. 
eprints of these advertisements are 
to all UEF salesmen before they 
ur in the respective publications, 
also reprints are sent out in a 
fully selected direct mail campaign. 
advertisements and reprints are 
lemented by an extensive direct 
campaign on accounting ma- 

es. 
nlargements of the advertisements 
prepared for display in branch 
e windows, and regular window 
lays tie-in with the advertising 
ie, 
slidefilm explaining in full the 
advertising program and show- 


ing how to receive the maximum sales 
advantage was prepared and shown to 
UEF salesmen throughout the country. 

Sales contests are planned to tie-in 
with this theme so that all forces work 
together towards a common and unify- 
ing purpose. 

Early results indicate the great scope 
of this plan, and the enthusiasm with 
which this program has been greeted 
by UEF representatives all over the 
country has been most gratifying. 

Marschalk & Pratt, Inc., is the 
agency in charge of the campaign. 


Peckwerth Edits 
"Civil Engineering” 

Howard F. Peckworth, formerly con- 
struction engineer on the Santee Cooper 


project and Shasta Dam, has been ap- 
pointed editor of Civil Engineering 


Dodge Advances Miller 


Allison Miller, formerly Philadelphia 
regional manager of Dodge Brothers Cor- 
poration, has been named assistant sales 
manager of its truck division 


ATF Promotes Kauffeld 


Theodore J. Kauffeld, manager of the 
product division, American Type Foun 
ders, Elizabeth, N  * has been elected 


vice-president 





You can black out a major portion of your market for sheet 
metal, air conditioning and warm-air heating equipment, too, simply 
by okaying a publication schedule that does not include SHEET 
METAL WORKER. This is evident from a recent survey of the 
sheet metal shops in Portland, Oregon. 

There are 64 shops (3 duplicates and 2 out of business) listed 
under “Sheet Metal Work” in the current classified telephone di- 


rectory. 


The investigator was able to obtain information from 52 of these 
59 shops, plus 22 other shops not listed. Out of the 74 shops inter- 


viewed, he reports: 


. 52 read trade papers in their line of work 
. 46 read SHEET METAL WORKER 
. 28 read SHEET METAL WORKER only 


. Only 6 read that contemporary publication only 


a 
b 
c 
d. 24 read a contemporary publication 
e 
f 


18 read both publications 


In other words, summarizing, 46 of the 74 shops interviewed 
subscribe to SHEET METAL WORKER, 28 of them subscribe to 
SHEET METAL WORKER exclusively, while 24 subscribe to a 
contemporary publication, and only 6 subscribe to that publication 
exclusively. Thus, advertisers using space in SHEET METAL 
WORKER reach all but 6 of the above list of shops in Portland 


subscribing to their trade papers. 


The many exclusive subscribers 


to SHEET METAL WORKER throughout the country, as shown 
by surveys in other cities, represent a market too big for any manu- 
facturer to overlook today. Get the facts on these surveys and on 
SHEET METAL WORKER, but get them from a SHEET METAL 


WORKER representative. 


SHEET METAL WORKER 


“Get the Facts from SHEET METAL WORKER” 


45 West 45th Street 


New York, New York 
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WOOD PRODUCTS 
AN member TE 


st in the Field 


of Hard Boiled 


Space Buyers! 


Agency 


Wood Products carries more agency 
placed business than all other pub- 
lications in the field combined. Over 
65°/, of Wood Products space is pur- 
chased through advertising agencies 
and each year shows a growth in 
the percentage. 


The reason?—close contact with the 
entire buying power of the industry 
backed by a forceful, alert editorial 
program that provides a perfect set- 


ting for the advertiser's message. 


431 S$. Dearborn St. Chicago, Ill. 





Get Advertising RESULTS 


in the non-metallic 
minerals industry 


ositive 


PIT and QUARRY 


Industrial 
expositions 








and First Choice | 








907 Rand McNally Building, Chicago 
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Automobile Accessories Exhi- 


Aug. 4-7 
Chicago 1455 S. Michigan 


bition, 
Ave., Chicago 

Aug. 12-14. National Sign 
Hotel Statler, Cleveland 

Aug. 12-14. International Sign Exposi- 
tion, Hotel Statler, Cleveland 729 
Broadway, Denver. 

Aug. 18-22 American Prison 


tion, San Francisco 135 E 


New York. 


Aug. 18-22 
Fire Chiefs, 
ney, Chief F 


Association, 


Associa- 
15th St., 


International Association of 
Boston Daniel B. Tier- 
D., Arlington, Mass. 


Aug. 18-22. Photographic Industry Con- 
vention & Trade Show, Chicago. 
Charles Abel, 520 Caxton Bldg., Cleve- 
land 

Aug. 19-21 
troleum 


National Association of Pe 

Retailers, Chicago 342 N 
Water St., Milwaukee 

Aug. 21-23. Southern Appalachian In- 
dustrial Exhibit, Bluefield, W. Va. B 
B. Housman, Bluefield. 

Aug. 25-29. National 
Power Engineers, Baltimore 
Adams St., Chicago. 

Sept. 15-16. Tanners Council of Amer 
ica, New York City 100 Gold St., 
New York 

Sept. 15-19 
ation, Atlantic City, N. J 
vision St., Chicago 

Sept. 16-18. National Contract Hardware 
Association (with American Society of 
Architectural Hardware Consultants), 
Chicago 441 Lexington Ave., New 
York 

Sept. 16-18. Roadmasters and Mainte- 
nance of Way Association of America, 
Stevens Hotel, Chicago. 332 Dearborn 
Station, Chicago 

Sept. 17-19. 19th Annual Conference and 
Exposition, National Industrial Adver- 
tisers Association, Royal York Hotel, 
Toronto. J. A. M. Galilee, Canadian 
Westinghouse Electric Company, Ltd., 
Hamilton, Ont 

Sept. 18-20. National Association Photo 
Lithographers, Cincinnati. 1776 Broad- 
way, New York 

22-26 Western Safety Confer 
ence, Seattle. 2129 Grove St., Oakland, 
Calif 

Sept. 23-26. Association of Iron and Steel 
Engineers, Public Auditorium, Cleve 
land. 1009 Empire Bldg., Pittsburgh 

Sept. 28-Oct. 1 American Cemetery 
Owners Association, Chicago 176 W 
Wisconsin Ave., Milwaukee 

Sept. 28-Oct. 4. American Transit As- 
sociation & Afhliated Associations, At- 
lantic City, N. J. 292 Madison Ave., 
New York 

Sept. 29-30. National Lubricating Grease 
Institute, Stevens Hotel, Chicago. 498 
Winspear St., Buffalo 

Sept. 29-Oct International Municipal 
Signal Association, St. Louis. 8 E. 41st 
St., New York 

Sept. 29-Oct. 2. American Mining Con 
gress-Metal Show, San Francisco. 309 


Munsey Bldg., Washington, D. C 


Association of 


176 West 


American Hospital Associ- 
18 E. Di- 


Sept 


National Recreatio 


Sept. 29-Oct. 3. 
315 Fourth Ave 


Congress, Baltimore. 
New York. 


Sept. 29-Oct. 4. 
gress, Waterloo, Ia. 
Mgr., Waterloo, Ia. 


Oct. 3-8. American Meat Institute, Cl! 
cago. 59 E. Van Buren St., Chicago 


Oct. 6-8. National Electrical Contracto 
Association, Rice Hotel, Houston. 42 
Lexington Ave., New York. 


Oct. 6-9. American Institute of Park Ex 
ecutives, New Orleans. 
Ave., Minneapolis. 


Oct. 6-10. National Restaurant Associ 
tion, Chicago. 666 Lake Shore Driv 
Chicago. 


Oct. 6-10 
Exposition, Chicago. 
Drive, Chicago. 

Oct. 6-11. Chicago Exposition of Pow 
& Mechanical Engineering, Internation 
Amphitheater, Chicago. Charles | 
Roth, Grand Central Palace, New York 

Oct. 8-10. Annual 
Mail Advertising 


American Poultry Co: 
E. S. Estel, Sec’ 


National Safety Congress 
20 N. Wack« 


Convention, 
Association, 


4941 Elliot 


Dire { 
Mount 
Royal Hotel, Montreal. Spalding Black, 


Canadian Industries, Ltd., 1135 Beaver 


Hall Hill, Montreal. 

Oct. 11-18. National Dairy Associatio: 
Memphis. 308 Washington, Chicag 

Oct. 12-15. Mail Advertising Service As 
sociation, Baltimore. 1005 Park Av 
Bldg . Detroit. 

Oct. 12-15. American Public Works As 
sociation, New Orleans. Norman Het 
den, 1313 E. 60th St., Chicago 

Oct. 13-15 Advertising Specialty Na 
tional Association, Chicago 
St.. N.W., Washington, D. C 


1426 G 


Oct. 13-16. National Canvas Goods Mirs 


Association, Dallas. 3921 Gastor 
Dallas. 
Oct. 14-16 
Building 
Chicago. 332 
cago. 
Oct. 14-17. 
Telephone Association, Hotel Stevens 

Chicago. 

Oct. 17-20. American Institute of Laur 
dering, Cleveland Albert Johns 
Sec’y, Drawer 1187, Joliet, IIl 

Oct. 20-23. American Gas Associatior 
(Appliance & Equipment Mfrs.), At 
lantic City, N. J. 60 E. 42nd St., Ne 
York. 

Oct. 20-24. The Wire Association, P! 
delphian Hotel, Philadelphia. 300 M 
St., Stamford, Conn 

Oct. 20-24. National Metal Expositi 
Philadelphia. 7301 Euclid Ave., Cl 
land. 

Oct. 20 25. 
Toronto, Ont., Canada 
Ave., New York. 

Oct. 21-24. American Merchant M 
Conference, San Francisco. 17 Batt 
Place, New York 

Oct. 27-29. Paint Industries Show, ‘ 
cago. 376 W. Third St., Everett, M 

Oct. 28-30. Railway Electric Supply M 
ufacturers Association, Sherman H 
Chicago. 600 W. Jackson Blvd., 
cago 

Oct. 28-31. National Association | 
tical Refrigerating Engineers, Det 
228 N. La Salle St., Chicago. 

Nov. 1-3 National School Cafeteria 
sociation, San Antonio Universit 


Mississippi, University, Miss. 


Association, Stevens Hotel 
Dearborn Station, Chi 


Dairy Industries Exposit 
232 Madi 
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Product literature insert of Allegheny Ludlum Steel Corporation shown at left was 
made up in same form as used by “The Iron Age” in featuring advertisers’ literature 
and was highly effective in securing inquiries. Both forms were printed on blue stock 


Experiences with Product Literature Inserts 


@ MANY business 
adopted the technique of using stiff 
card inserts to feature manufacturers’ 
literature, embodying several business 
reply cards to make it easy for readers 


to request the desired folders, booklets, 


etc. This plan has proved very effec- 


papers have 


tive and in several instances has been 
simulated by advertisers with varia- 
tions. The one to follow the style 
closest, perhaps, has been the Allegheny 
Ludlum Steel Corporation, Pittsburgh, 
which used a series of inserts in The 
lron Age utilizing the same kind of 
blue stock used by the publication for 
its product literature inserts. 
[he basic reason for the inserts lay 
the company’s desire, as a coopera- 
tive measure, to extend its full in- 
rmative facilities and research data 
special steels to engineers and pro- 
ction men suddenly called upon to 
luce defense equipment unfamiliar 
most of them. Fundamental was 
fact that the special steels of 
gheny Ludlum’s manufacture— 
rosion and _heat-resisting, tool, 
ve, electrical, and nitriding—are 
idly essential in building or pro- 
ng defense mechanisms. 
Vhile in format, the inserts re- 
bled those used by publications to 
advertisers’ literature they did 
1ore by necessity than by intention 
ecause of the large number of 
rmative items enumerated, the 
rts could hardly avoid the re- 
blance. Furthermore, the use of 
stock was a natural because it 
1 “company color”; in fact, the 


official title of all the company’s tech- 
nical data is “Allegheny Ludlum Blue 
Sheets.” In other details, the inserts 
gave one side to stainless steel data, 
the other side to tool steel data, and 
incorporated a business reply card for 
each division. 

Between August, 1940 and Jan. 30, 
1941, seven identical inserts were run 
at four-week intervals in the Iron 
Age. Up to the first week in July, the 
returns totalled 1,650 requests, with 
cards still being received every week 
although the last insert appeared five 
months before, on January 30. 

Allegheny Ludlum has no direct 
basis of comparison within its own 
experience, but considers the results 
exceptional. Even with these incom 
plete figures, the requests show better 
than 10 per cent yield on Iron Age’s 
15,310 net paid circulation—or some- 
what over 1'% per cent for each ap- 
pearance of the insert. Returns ran 
just about that uniformly, too. 

Comparison to consumer advertis- 
ing gives a better idea of what these 
figures mean. On the same percentage 
basis, an advertiser in the Sateve pos? 
would have to receive at least 45,000 
requests on the first appearance of his 
advertisement, and as many more 
every four weeks for six more inser- 
tions, without change of copy. 

If such returns ever become usual, 
say Walker & Downing, Pittsburgh 
agency in charge of the Allegheny 
Ludlum account, we'll all be living 
in an advertising Utopia but it will 
be tough on the postmen. 
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Why has Chicago Bridge & Iron 
Company advertising been carried 
in Civil Engineering for the past 
six years? 

—because the civil engineer is a vital 
factor in the specification and purchase 
of their elevated tanks, gas _ holders, 
atom smashers and other intricate steel 
structures. 


—because Civil Engineering is read by 
the influential men in this field. 

Are your products used by the 
designers, builders or operators 
of bridges, tunnels, dams, power 
plants, water works, sewerage 
works, highways, railways, air- 
ports or factories? If so, then 
let the civil engineer read your 
message in the pages of his own 
publication. 


The 
CIVIL 
ENGINEER 


_— 











33 West 39th Street @ New York, N.Y. 


SEE MARKET DATA BOOK «+ PAGE 166 
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ALL SUBSCRIBERS 
TO THIS MAGAZINE 


HE PAPER INDUSTRY 


I and PAPER WORL : 





A Business 
Getter 





Advertisers 





The penetrating influence of 7h 
Paper Industry and Paper UW le 
among Paper and Pulp Manufac- 
turers is due in no small measure 
to its exclusive educational articles 


pertinent to the imdustry 


Its appeal is it reaches the 
skilled worker pre to the 
president it 1s a sales tool which 


Spec Bal 
wressively 
products to 


will enable vour gain 


greater acceptan in this industry 


Now is the best time to improve your 


sales opportunities in this market. 


FRITZ PUBLICATIONS. INC. 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 








SALES TRAINING 
MANAGER 


National 


man 


manufacturer is 
seeking experienced in 
education and training of deal 
ers and salesmen Should 
have experience in marketing 
specialty of relatively high unit 
Man will be a 


cost selected 


forceful writer and a 


good 
speaker \dequate immediate 
compensation and fine oppor 


tunity tor advancement. 


Give tull details in your let- 
ter, which will be held in strict 


onfidence by this agency. 


FULLER & SMITH & ROSS, Inc. 


Reely, Vice 


President 


CLEVELAND, 0. 


Clay 


1501 EUCLID AVE. 








You CAN'T give 
PORCELAIN INSULATION 
an “electrical hot-foot!” 


GOOD DIELECTRIC 
WIGH COMPRESSIVE STRENGTH 


SOFTENING TEMPERATURE 
OVER 2200 DEG. F 


@ The delectr< strength of porcelain « tremendous 


wn perma! epersnag condiem: Uo deoin | breas down 
ander ercumg high beat and thermal shot Porcetaun 
° ocstance te 


fustherwore 6 prectically hhmuthes un ut 


and dan 


- 
a\) ; 
— = 
dncerece ve terces such as vet, rust, comeues 
. ‘ tegranen, And wus unaltected too by mow sibahes 
and end 
——S vestigate the vareus porcelain bed 
. he eh Nae inberent advantage. « » 
5 ‘ 


ereeeeeee oF 
SPECIAL ELECTRICAL PORCELAIN SECTION 
MATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION 


avaiable 


Codperative Campaign 
@ IN CONTRAST to the gener- 


alized copy treatment that so often 
characterizes institutional advertis- 
ing campaigns, the special electrical 
porcelain section of the National 
Manufacturers Associa- 
demonstrating 


Electrical 
tion is currently 
that a coéperative promotional ef- 
fort can be geared successfully to 
specific, hard-hitting sales facts. 
This brass-tacks technique was 
introduced three months ago when 
comprisinz 


the Nema _ division, 


nine well-known manufacturers, 
launched a campaign in Electrical 
Manufacturing. Out of a mass of 
technical data dealing with porce- 
lain’s uses, the group selected three 
major points as the 


nominator of the program, together 


common de- 


with six basic qualities that were 
likewise to be dramatized through- 
out the campaign. 

To demonstrate the three major 
high 


compressive strength and softening 


headings — “good dielectric, 


temperature over 2200 deg. F.”— 
a large halftone illustration is the 








Biersmith Is Promoted 
Edward L 


sistant sales manager, 
Tank Company, Kansas 
been made production 
company 


Biersmith, Jr., formerly as- 
Columbian Steel 
City, Mo., has 


manager of the 


Lisle Joins "The Log" 


T. Orchard Lisle, for the last twelve 
years editor of World Petroleum, has 
joined the Miller Freeman Publications, 


San Francisco, in the capacity of editorial 


PORCELAIN INSULATION 


for Porcelain Insulation 


chief attention-getter in each page 
advertisement. Then, as a second- 
ary pictorial spot, the six basic 
qualities—porcelain is “‘permanent, 
uniform, fire resistant, alkali and 
resistant and 
banded to- 
black 


that tie in 


acid resistant, fume 
shock 
gether in 
white line drawings 
closely with the main illustration. 

A catchy headline and a block of 
body text are the other component 
parts of each advertisement. A re- 
cent headline read, “You CAN’T 
give Porcelain insulation an ‘elec- 
hot-foot!’” while another 
“Porcelain 
has some Trump Cards, too. 
Throughout the campaign porce- 
lain is referred to as “earth’s mate- 
rials turned back to rock.” This 
neat phrase has won its spurs as 
the Nema section’s “slogan.” 

The campaign is sponsored by 
nine members of the association and 
their names are included in the 
signature at the bottom of each ad- 
vertisement. 


resistant’ —are 


a series of and 


trical 
proclaimed, Insulation 


* 


adviser to the Western Trade Jour 
group and executive editor of The | 
The publication appeared in a new fot 
and broadened editorial scope with 
July issue 


New Handbook Editor 


Justus M. Krappe, associate of the | 
due University Experiment Station 
1936 to 1941, has joined the staff of W 
ern Business Papers, Inc., Los Angeles 
technical editor of the Handbook But 
Propane Gases 
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MORE AND MORE MILLS AGREE WITH 
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YOUR PURCHASE OF EMMONS HEDDLES 
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M HARNESS COMPANY 


Lo 


This clever piece of copy not only sells 
users of Emmons heddles on the intelligence 
of their purchasing but also gets over a 
strong sales point—product acceptance—to 
prospective customers in a dramatic way 


[CONTINUED FROM PaGeE 23] 


Photographing Machines 


give a pattern of shadows which is 
impossible to obtain by the use of any 
other method. 

This then briefly but explicitly de- 
scribes just how a picture was obtained 
which would have been absolutely im- 
possible with any other method and 
the same idea is going to be used in 
other photographs wherever a large 


number of finished units is to be 


[he camera which took the original 
picture of the four units was equipped 
v 1 lens of twenty-four-inch focal 
and the camera which was 
u to take the group of units after 
t were set up had a lens of six- 

focal length which provided a 
greater amount of depth and made the 
machines look ever so much 


photographic work was done 
Studios in Mil- 


e and the cut-outs were made 


© ~=Lindquist 


own shop by one of the men 
yperates a jig saw. The easels 
tained from the printer and 
andard units easily pasted to 
ck of the cut-out models by 
of ordinary glue. Outside of 
here was no other material or 
nent necessary except the regu- 
idio lights and regular studio 


King Leaves Crane to 
Edit ‘Electrical Dealer" 


John King, who for eleven years has 
been with Crane Co., Chicago, as assistant 
to the advertising and sales promotion 
manager and editor of publications distrib 
uted to dealers and salesmen, has resigned 
to become editor of Electrical Dealer He 
will succeed Frank E. Watts, who is now 
electrical counsellor for Farm Journal and 


Farmer's Wife 


Palmer and Keller Advanced 
By Carpenter Steel 


Frank R. Palmer, for the last twelve 
years director of advertising, Carpenter 
Steel Company, Reading, Pa., has been 


made vice-president in charge of sales 
A. Elroy Keller, assistant advertising man- 
ager, has been advanced to Mr. Palmer's 
post 


John J. McClure Dies 


John F. McClure, president and treas- 
urer, Gage Publishing Company, New 
York, publisher of Electrical Manufactur- 
ing, died July 14. at the age of 61. He 
had been suffering from ill health for sev 
eral years 


North Bros. Appoints Agency 
North Bros. Mfg. Company, Philadel 


phia, maker of Yankee mechanics tools, 
has appointed Gray & Rogers to direct its 
advertising 





When usual sources fail, your purchasing agent will tell 


you he finds what he needs 





fastest—in MacRae’s...unsur- 


passed in popularity, quality of inquiries, scope and arrange- 
ment of material .. . 3,500 pages of vital buying information 
for every purchasing officer, plant manager and plant engi- 
neer ... circulated to 55,000 users, 40 per cent more than 


any other buying guide. 


Even if you don’t need inquiries, the effectiveness of this 
year’s MacRae’s will continue for five years. That's why far- 
sighted advertisers are in it today as never before. 


Don’t pass up this last chance to come into the 49th Edi- 


tion. The closing date is now. 


Write for the story-—today! 





18 East Huron Street, Chicago 


New York — Philadelphia — Pittsburgh — Cleveland — Springfield, Mass. 


JSTRIAL MARKETING, August, 1941 





97 

































With the passing of summer, we again 
find ourselves in the show period. The 
September issue of BLAST FURNACE 
AND STEEL PLANT will carry the pro- 


gram, etc., of the Iron & Steel Show, 
which this year will be held at Cleve- 
land, September 23-26. The great 
strides made in the steel industry dur- 
ing the year are bound to be reflected 
Copies of the Sep- 
tember issue will be distributed gratis 
from our booth. Make your reservation 


in the exposition. 


now. Forms close August 20. 


Published by 


STEEL PUBLICATIONS x. 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 
































HEAT TREATING 
iF ORGING 


This year the National Metal 
Conference and Exposition wil! 
be held at Philadelphia, Octo- 
ber 20-24. As usual, the Septem- 
ber issue of HEAT TREATING 
AND FORGING will carry the 
program of the conference and 
exposition. Copies of the Sep 
tember issue will be distributed 
gratis from our booth at the ex- 
position. The interest this year 
should be unusually keen be- 
cause of the defense program 
and the developments that have 
occurred during the year. Make 
your reservation now. Forms close 
September ./0 


Published by 


STEEL PUBLICATIONS, INC. 
108 Smithfield St., Pittsburgh, Pa 



































N. l. A. A. News 


What local chapters of the National 
Advertisers Association are doing and thinking abo. 


Indust, ial 





NIAA Streamlines Its Activities 


@ CONCLUDING a three year study on 
how the National Industrial Advertisers 
Association could best aid in the profes- 
sional development of its members, the 
activities of the association have been re- 
classified into two groups, each group 
composed ot three sections, according to 
an announcement by W. D. Murphy, vice 
president in charge of Professional Devel- 
opment 

The first group includes those functions 
concerned with the operation of the asso- 
ciation—Public Relations, Chapter Rela- 
tions and Corporate Relations 


It is from the organization of the second 
group that the individual member will re- 
ceive the most benefit, Mr. Murphy points 
out, because the sections on Advertising 
Production, Media, and Department Ad- 
ministration blanket every function of an 
advertising manager. The items listed in 
the accompanying chart under these titles 
represent only the studies now being con- 
ducted in some form. The magnitude of 
the work being carried on is strikingly set 
forth 

Under the new plan each of the six 
sections will be headed by a vice-president 
under whom will be committees, as hereto 


fore, to make the actual studies This 
will afford closer control than has been 
possible under the present arrangement of 
makina one vice-president responsible for 


all activities, assisted by an Activities Ad- 
visory Committee 

Two innovations planned are expected 
wide approval One is the 
establishment of a Copy Clinic—a com- 
mittee of recognized copywriters who will 
offer constructive criticism on copy sub- 
mitted by members; the other is the publi 


to receive 


cation of monthly data sheets, listing 
currently published material on advertising 
classified under the three professional : 
tion headings. Members will thus grad 
ually accumulate an indexed bibliography 
on advertising that will expedite resear 
on any wanted topic. Advertising pul 
cations have promised their codperatio: 
the monthly compilation of these indices 
This re-organization is being tried out 
in tentative form until the conference at 
Toronto in September, at which time it 
expected the plan will be adopted for the 


following year. 


New Features Highlight 
Toronto Conference 


Several new features will highlight the 
Toronto Conference of the National Ir 


dustrial Advertisers Association to bs 
held at the Royal York Hotel, S« pt 17 
19, according to announcement by Vu 


cent R. Young, Canadian General E! 
tric Co., Ltd., program chairman. On 
of these will be an “Information Plus” 
session presented by a group of special 
ists headed by James R. White, director 
of sales, Clover Mfg. Company Vis- 
itors will be allowed to present their spe 
cific problems to these men and may ex 
pect to practical, useful sug 
tions for their solution 


receive 


Another special feature of the pr 
will be an open discussion and anal 
of a selection of panels of advertising 
companies who have continued 
tising despite the fact they have nothing 
to sell because their plants are loaded 
with defense business. These disct 





Public Relations 


Publicity 

NIAA News 

Liaison with other Associations 
Ci lege Coéperation 
Employment Service 


Media 
Media Selection 


Advertising 
Production 

Copy Techniques 
Pre-evaluation of Copy 
Copy Testing 

Copy Clinic 

Layout and Illustrations 
Mechanical Production 
Effectiveness of Industrial 
Advertising, Measure 
ment of 


Direct Mail 





The New Functional Organization Chart of the 
National Industrial Advertisers Association 


ASSOCIATION FUNCTIONS 
Chapter Relations 


Membership 

New Chapter Promotion 
Chapter Organization 
Program Study 

Chapter Liaison 


ADVERTISING MANAGER FUNCTIONS 


Rate Fluctuation Study 
Publishers’ Statement Activity 
Standard Trim Size Activity 
Trade Shows and Exhibits 
Industrial Movies 

House Magazines 


Readership Survey Techniques Field Investigations 





Corporate Relations 


Finance 
Legal 
Headquarters Ofhx 


Administration of 
Advertising Departme: 


Department Organizati 

Coordination with Sales 
Department 

Budgets 

Advertising Agency Rel 

Market Research 

Public Relations 





Legislation 
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Charles M. Gray, left, of the Detroit agency 
bearing his name, on behalf of the Indus- 
trial Marketers of Detroit presents a crystal 
trophy to T. K. Almroth, Owens-lllinois 
Glass Company, for the Toledo Industrial 
Advertisers Club, winner of a golf tourna- 
ment between the two associations last month 


will answer many questions confronting 

justrial advertisers today 

The keynote speaker on the first day's 
program will be Horace T. Hunter, presi- 
dent, The MacLean Publishing Company, 
Ltd., Toronto, who will talk on “Industrial 
Advertising in a Wartime Economy.” In 
addition to general magazines, Mr. Hun- 


ters company publishes twenty-four busi- 
ness publications, including nineteen in 
Canada, four in the United States, and 


in Great Britain; thus he will speak 

broad experience on the subject 
ssigned to him. 

Also of pointed interest to industrial 


advertisers in the United States will be 


lisplay of Canadian and British in- 
ial advertising under war conditions 
In fact, the entire program is being built 
n tune with conditions which loom on 
rizon for industrial advertisers, and 
sense it may be considered a spe 
raining course for the days immedi- 
ihead 
soon as all speakers and clinic lead- 
ive accepted invitations to partici- 
the complete program will be made 


put The clinic sessions are being 


ned so that every industrial adver- 
man who attends will be able to 


get all the information and help he needs 


s own individual problems 

ause of the timely nature of the 

im and the desire of so many to see 
country at war lives and functions, 

lance is expected to reach a new 
Passports or other special docu- 





jaret Fuller, associate editor, "House 
tiful,” left, and J. William Stair, 
tising manager, B. M. Root Company, 
Pa., chat with a friend at dinner which 
ded her talk at the Ladies’ Night meet- 
f Mason-Dixon Industrial Advertisers 
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ments are not required for entrance into 
Canada or return, and visitors will re- 
ceive the full premium on their dollars. 


Mason-Dixon Gives 
Ladies’ Night Party 


The annual ladies’ night party of the 
Mason-Dixon Industrial Advertisers, held 
June 26 in Gettysburg, was addressed by 
Margaret Fulier, associate editor, House 
Beautiful, and former stylist for the Jor- 
dan Marsh Company, Boston, and Terry 
Mitchell, advertising manager, Frick Com- 
pany, Waynesboro, Pa. 

Miss Fuller, whose subject was “Home 
Decorations,” traced the developments of 
the last ten years in home furnishings, 


AN ACTIVE FIELD 





illustrating her talk with samples of wall- 
paper, drapes, etc., and forecast increas- 
ing importance of individual taste in 
decorations. 

Terry Mitchell addressed the group on 
the subject of art, illustrating his points 
with an exhibit of one hundred pieces. 

Musical entertainment was also pro- 


vided. 


Toledo Beats Detroit 
In Golf Tournament 


At a golf tournament between Indus 
trial Marketers of Detroit and the Toledo 
Industrial Advertisers Club, held June 17 
in Detroit, the Toledo men carried away 
the honors, in the form of a vase-shaped 


SERVED BY AN ACTIVE PUBLICATION 


There's plenty of activity in the Metal Cleaning and 
Finishing Field. PRODUCTS FINISHING thoroughly 
covers the potential buying influences with over 16,000 
circulation every month. Write for full information today. 


1941 
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WHAT IS A 
@ Before a machine turns to 
produce a new gun, tank, 
rifle or automobile each pro- 
duction problem has been 
studied and solved by a Tool 
Engineer. 

He is the man behind mass | 
production of any product— 
defense or peacetime—and 
is a key factor in our indus- j 
trial system. 

As the official publication : 
of the American Society of 
Tool Engineers, THE TOOL } 
ENGINEER is of more than F 
ordinary interest to him from 2 
both the news and advertis- 
ing standpoint. This deluxe brochure presenting a pictorial review of the charms of Canada for the tour- i 

The Tool Engineer creates ist is being mailed to members of the National Industrial Advertisers Association by 
he d d in HIS pl f Canadian General Electric Co. Ltd. as an attendance promotion piece for the NIAA 
the demand in plant or Toronto Conference, Sept. 17-19. The book has forty-eight pages, I6xl! inches, with 
YOUR product. Advertise to | @ blue cover imprinted in gold. G-E uses the last spread to show its Canadian plants 

p 9 p p . 
him in— 
crystal trophy, inscribed “TIMID,” a golf and other sports, E. V. Creagh, sales 

THE TOOL ENGINEER combination of the initials of the two con promotion manager, American Chain & 

The Bramson Publishing Company tending chapters. The trophy was fur Cable Company, Bridgeport, and retiring 
2842 W. Grand Boulevard nished for the occasion by Detroit, and president of the Council, was presented 
presented by Charles M. Gray, Chas. M with a desk set consisting of a clock and | 
DETROIT ° MICHIGAN j Gray & Associates, Detroit, chairman ot pens The presentation was made on he » 
the day. to T. K. Almroth, advertising half of the members by retiring secretary } 
manager, Owens-Illinois Glass Company, treasurer Galen Snow of Snow, Bates and 4 
and president of the Toledo chapter, who Orme, Inc., Springfield, Mass { 
accepted it in their behalf 
Winners of the Kicker’s handicap were . 
first prize, Earl H. Fisher, assistant to Howell Again 
EXPERIENCED president, The Wine Railway Appliance Detroit President 
Company, Division of Unitcast Corpora ‘ ‘ 
' tion, Toledo: second prize, Richard R E ( Howell, advertising ed 
SALES EXECUTIVE Ream, marketing assistant, McGraw-Hill Carboloy Company, Inc., has been elect 
Publishing Company, Detroit; third prize, president, Industrial 
Roy J. Hard, district manager, Sweet's Marketers of Detroit, 
WANTED Catalog Service, Detroit. Charles E. Mc- succeeding Tom 
Laughlin, Toledo, was declared individual Moule, account ex 
champion with an 86 gross ecutive, Ralph L 
; , ; , Based on Kicker’s handicap _ scores, Wolte & penneetes, 
National manufacturer of | awards were given the foursome winners a hogy se we 
| ‘ on Clarence Farris, Toledo: Stephen H. Bab one of the ftounders 

relatively high unit cost spe aren ; . Sie os 

5" Zs cock, McGraw-Hill Publishing Company; of the Detroit chay 

ialty has opening for assistant Archer L. Bogue, account executive, J. O ter and served ay i 

. | Buckeridge & Associates; Walter Gibson, president in 1937-38 
sales manage Should be advertising manager, Swartzbaugh Mfg He is he NIAA 
Seen Toledo Carl U. Fauster urer of the NIAd ’ 
xperienced in working with Company, Toledo; and Carl ppt ; 
CAPT Bese , advertising division, Libbey Glass Com Other officers and 7 
distributor - dealer organiza pany, Toledo directors elected are: 
Vice~- president, 
tion handling correspond Charles M. Gray, & ©. HOWELL 
New Jersey Starts Charles M. Gray & 
ence and orders Preferred . Associates: secretary John A Marsha 
Drive for Defense Metals a any. soe Tut 
age 30 to 40. Salarv will be advertising manager, Wolverine ub 
- The Industrial Marketers of New Jer- Company; treasurer, W. H. Blodgett, sale 
, — : : 

ade uate and opportunity tor sey has launched a drive among its mem manager, Michigan Wire Cloth Compa! \ 

= gape 

, ; ’ 1 \ le bers to reclaim the zinc, copper, and lead directors, Charles Schweim, Charl 
advancement 2ood our tet from engravings and electros in the in Schweim Company; Forrest | Webst« : 

ter should give full details of | terest of the Defense Program. All mem MacManus, John & Adams, Inc., 

- od bers of the NIAA have been urged to Pierce Lewis, The Iron Age ; 
vour experience. It will be join in the move ‘ 

held in confidence Mathes Gets All of 

Western New England idecnationsh Sok . 
. a 
FULLER & SMITH & ROSS, Inc. | 014s Outing International Salt Company has ai 
The Industrial Advertising and Mar pointed J. M. Mathes, Inc., New York, 
Clay Reely, Vice-President keting Council of Western New England handle its industrial division advertisi 
, held its annual outing at the Pine Orchard in addition to its consumer advertis 
1501 Euclid Ave. eee. | | Pete oe SS cmc cite ‘Sihahes Sax tae far. wees 
At dinner following an afternoon of time 
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New editions of particular interest to 
advertising and marketing executives 








“American Industry in the War'' 


“American Industry in the War,” edited 
by Richard H. Hippelheuser, contains a 
report of the War Industries Board, made 
in March, 1941, by Bernard M. Baruch, 
chairman, his program for total mobiliza- 
tion of the nation as presented to the 
War Policies Commission in 1931, and 
current material on priorities and price 
hxing 

Copies of many Priorities Circulars is- 
sued by the War Industries Board, Prefer- 
ence Lists, Minutes of the Industrial Ad- 
justments Committee, Reports of the Labor 
Conference, and many other reports are 
included. Problems discussed in detail deal 
with resources, conservation, labor, price- 
fixing, standardization of production, 
priorities, and government subsidies 

Published by Prentice-Hall, Inc., New 
York. Price, $5. 


“How to Get a Job and Win 
Success in Advertising’ 


“How to Get a Job and Win Success 
in Advertising” is a 37l-page volume of 
information and advice on all phases of 
its subject by Walter A. Lowen, Walter 
A. Lowen Placement Agency, and Lillian 
Eichler Watson, of Pedlar & Ryan, and 
suthor of “The New Book of Etiquette,” 
Customs of Mankind,” and “Well-Bred 
English.” In addition to practical details 
yn the subjects of training and education 
needed, types of jobs available, how to 

t a start, and keep advancing in adver- 
tising, the book deals with such funda- 
entals as, “What Is Advertising?” 
What Qualities Are Necessary for Suc- 

** and “What Is the Future in Ad- 
ertising—the Possibilities for Growth and 
Development?” 

The four appendices are composed of 
ntributions by noted authorities in the 
dvertising field, on the subjects of the 
ualities most essential for success, the 
ialifcations for specific jobs in advertis- 
ng, additional outlines of job opportuni- 
ties in various fields, and how various suc- 
esstul people got their start in advertising 

Published by Prentice-Hall, Inc., New 
York. Price, $3. 


Commodity Year Book—1941" 


The 1941 Commodity Year Book is the 
rd annual volume in a series designed 
“present important, up-to-date informa- 
n_and statistics on the basic commodi- 

The first sections of the book are 
voted to a study of wartime control of 


the United States at the end of each 
month, money in circulation in the U. S., 
combined index of wholesale commodity 
prices, by month, and the Dow-Jones in- 
dustrial average, by months. 

The book was prepared and published 
by the Commodity Research Bureau, Inc., 
New York, Milton W. Jiler, managing 
editor. Price, $7.50. 


"1000 Sales Points” 


“1000 Sales Points” is a “comprehensive 
concentration of the lore of selling into 
numbered pellets, the ‘vitamins of sales- 
manship’,” written to fill the need for a 
highly compressed volume of helpful and 
stimulating ideas for both salesman and 
sales manager. J. George Frederick, the 
author, is president of the Business Bourse, 





Marketing Research, New York, founder 
of the New York Salesmanager’s Club, 
and author of six other books on selling. 

The “points” are terse paragraphs 
grouped into chapters under such head- 
ings as, “25 Standard Types of Sales 
Prospects,” “25 Standard Sales Objec- 
tives Over-ruled,” “25 Points in Modern 
Selling Psychology,” “25 Points on Suc: 
cessful Closing of Sales,” etc. Of particu- 
lar interest to the sales manager would be 
the chapters on ways to spot a good sales- 
man, leaks of salesmen’s time to avoid, 
salesmanagement policies for the forties, 
and salesmen’s alibis exploded. A typical 
“point” is: “Plan Your Sales Work by 
Day or Week. . . . Plot your course re- 
lentlessly and follow your plot deter- 
minedly. Route for efficiency, and don’t 
let anything sidetrack you. Schedule your 
work and work your schedule; evening: 


—$ $$ — — 


Consolidating 


Positions 


Abroad. 


The hundreds of manufacturers, big and 
small, new and old, in the business of export- 
ing who now advertise in the “B.P.I.C. SPE- 
CIALIZED Export Magazines know that in ex- 
port, too, it pays to advertise as you sell—to 
direct sales effort to customers and prospec- 
tive customers through advertising in the 
*B.P.1.C. SPECIALIZED. Export Magazines. 


They are not discontinuing advertising but 
rather are increasing their export advertising 
appropriations because they realize that now 
is a most opportune time for consolidating po- 
sitions in overseas markets and developing 
further export business to act as a cushion 
when defense orders taper off. 


THE "2 P lal 


SPECIALIZED EXPORT MAGAZINES 








mmodities, economic functions of com- 
dity exchanges, and war and commodity 
ices. The remainder of the book is de- 
ted to separate sections on each of 
enty-five specific commodities, from 
hol to zinc, each of which includes a 
scription of the commodity, its source, 
cess Of manufacture or cultivation, mar 
ting, and priority control and govern- 
ent regulations, if any. Statistics of pro- 
iction, importation, and price are shown 
tables and charts Miscellaneous tables 
he back of the book give gross debt of 


a i 


NGENTRRIL: t L 
picauania Tha Americas Etfnarisene fARwaceumico 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Company, Inc., and Chilton Company, Inc.) 
330 WEST 42nd ST. NEW YORK CITY 


BRANCH OFFICES—16 So. Broad Street, Philadelphia; 1427 Statler Bldg., Park Square, Boston; 
Hanna Bldg., Cleveland; 520 N. Michigan Ave., Chicago; General Motors Bldg., Detroit; 68 Post St., 
San Francisco; 517 North Beachwocd Drive, Los Angeles; 1105 Rhodes-Haverty Bldg., Atlanta, Ga. 
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BRANCHES Editorial Pattern 
OF THE PULP AND Papgp INDUSTRY 
IS ON THE INCREASE DUE T9 DOMESTIC. 
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DEFENSE AND EXPORT DEMANDS 
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The outstanding fore 
job which The oe 
Paper wg , 
and Paper Worle ck iy 
has done in — 
their industry nd 
their pane 
is well illustr =" the , 
by these three - 

page advert s¢ 

ments. 


Vertis 
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e three-point program 
ich A. Scott Dowd, Presi- 
nt of Fritz Publications, 
1 f ., has adopted is proving 


thly effective in selling 





ertising in their maga- 
D e, The Paper Industry 
4 Paper World and in 
pir annual reference 
ok, the Paper and Pulp 
ll Catalogue. A_ large 
me rtion of their space is 
: ured from firms whose 
ducts enter a number 
fields in addition to the 


lp and paper industry. 


. Dowd, in commenting 

their program to get a 

ll share of this strongly 

oF npetitive business, says, 
ww ° 

70 reach this broader 

y foup of industrial adver- 

rs is the purpose of our 

vertising in INDUS- 

RIAL MARKETING. The 

which it has done for 

is evidenced by the con- 


cone 
mace Cara 
‘Sue 


uty of our advertising Sen 


"2 t» 
Crag 
Anavantttine “A e000. 





thin it. pages.”” 


ding f , 
rhe ore “The Paper Indus- 


stry Was ‘wo years old, way 
‘ d ) ‘ . 
orld Bick in 1921, their first 


‘lin ' , 
- Vertis: ent appeared in INDUSTRIAL MARKETING. Since then a strong, consistent schedule has 


‘ons Maken: manufacturers of machinery, equipment, materials and supplies to the full significance 
: ted the 
full 
ise: 





er industry as one of the most important markets in the country. 


NDUSTRIAL MARKETING 


YE.( 10 STREET, CHICAGO 330 W. 42ND STREET, NEW YORK 


SAN FRANCISCO LOS ANGELES 

















@ Complete coverage 
of current and back 
issues of trade papers 


and general magazines "Using 
for editorial and adver- Trade Paper 


Clippings i 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 








~ | 3.067. 7: in —That’s what 


this industry spent in one year for 

only ONE item. It’s a big industry. 

° Can you sell to itor 
sell more? 

Milk Plant Tell us what you or 

M, th l your client manufac- 


tures and ask for sam- 
ple copy today. 


CHICAGO 








LATIN AMERICA 
MAILING LISTS 


Send for free catalog. 


LATIN AMERICA LIST & 


INFORMATION SERVICE 
225 FIFTH AVENUE NEW YORK 
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time for planning; day-time for following 
the plan.” 

Published by the Business Bourse, New 
York. Price, $1.75 


"Special Library Resources’ 


A national directory of research ma 
terials of more than $00 special libraries 
A page is devoted to each and gives the 
name of the person in charge, size of staff 
and any specialists thereon, statistical data 
concerning resources available, and de 
scriptions of major fields of interest and 
special collections. The publishers plan to 
issue supplementary volumes until all 
special collections in the Americas are 
covered 

Published by Special Libraries Associa- 
tion, New York, Price, $6 


"The Wit and Wisdom of 
Abraham Lincoln" 


“The Wit and Wisdom of Abraham 
Lincoln” is a 265-page collection of Abra- 
ham Lincoln's briefer letters and speeches, 
edited by H. Jack Lang, and includes ma- 
terial never before published in a standard 
volume of Lincoln's writings. The book is 
divided into two parts, the first being taken 
from the period 1832-1861 when Lincoln 
was postmaster, lawyer, and representative, 
successively; and the second, while he was 
President (1861-1865). Each selection is 
preceded by a short explanatory note, giv 
ing the background, or drawing attention 
to some point of particular interest or 
merit 

Published by Greenberg 
New York. Price, $2.50 


Publishers, 


* 

EXCELLENT 
PHOTOGRAPHIC 
WORKMANSHIP 


STANDARD STUDIOS INC 


540 N MICHIGAN AV + 410 N MICHIGAN AV * WHI 5355 











Construction I 
Construction News 
Dirie Contractor 
Michigan Contractor 
and Builder 
Mid-West Contractor 
New f nglan i Construction 


Ohwo Valley Highway News 
Rocky Mountain Contractor 
Southwest Builder tions 

ma Contractor 
Texas Contractor 


Western Builder 
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** Notice to Bidders” 


Contractors who never look at national 
construction publications . . . avidly scan 
the issues of regional publications carrying 
“Notices to Bidders” and pertinent local 
news items. See to it that they see your sales 
message in Associated Construction Publica- 


respective territories. 


ASSOCIATED CONSTRUCTION 


the recognized leaders in their 












PUBLICATIONS 


“What Advertisers Should Know" 


“What Every Advertiser Should Know 
before implying that the United 
States Government or its personnel ap- 
proves his goods” is the title of a nineteen 
page research bulletin which answers cur- 
rent questions regarding various copy 
themes and treatments. It may be pur- 
chased for ten cents per copy from the 
Division of Research, National Better 
Business Bureau, Inc., 405 Lexington Ave 
nue, New York 


"Marketing Burned-Clay Products” 


“Marketing Burned-Clay Products,” by 
A. Hamilton Chute, Ph.D., assistant pro 
fessor of marketing, University of Minne 
sota, published by the Bureau o1 Business 
Research, Ohio State University, is written 
expressly for manufacturers and distribu 
tors of burned-clay products, and students 
of marketing interested in a detailed de 
scription of the marketing organization of 
an industry. Data from a variety of 
sources, substantiated with tables and 
charts, are summarized and analyzed so 
that a bird's-eye view of the industry, in 
cluding its development, its present policies 
and practices and its problems, may be 
had. The book consists of four parts: 
1. Location, place in American manutac 
turing and early marketing history; 
2. Marketine channels and buying mo- 
tives: 3. Marketing methods and policies; 
and 4. Marketing trends and_ special 
problems 


Government Asks Help 
In Popularizing Slogan 


In order to popularize its new slogan, 
“Keep ‘em Flying!” and the design in 


GO! 


connection there 
with, the Adjutant 
General's Office of 
the War Depart 
Ce ment has request 
a ed the coopera 







a 4 tion of advertisers 
ry ERCLE Sam RETOS POTS in incorporating 
™ awe the design as a 







Furie Caot 
r 77) part of their ad 
vertising material 


and printed 
matter. 


The slogan is part of a program de 
signed to arouse the highest possible na 
tional interest in flying cadet training ir 


Abandons Use of Aluminum Ink 


In the interest of conserving all avail 
able aluminum for the needs of the De 
fense Program, Aluminum Company of 
America has abandoned the use of alumi 
num ink in its advertising and house ot 
gan, “Aluminum News-Letter.” The ac 
tion also releases to others what stocks of 
aluminum ink are still available. 


Form Research Organization 


Murray C. Berman and Alfred N 
Greenberg have formed Scientific Re 
search Associates, New York, a market re 
search organization. Both were formerly 
with the Psychological Corporation, New 


York 








CONTACT THE COAL INDUSTRY | 
' 
Chicago i 
. Manhattan Bldg 
BLACK DIAMOND ° 


Whitehall Bldg. 








New York | 
' 
' 
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Milestones 


in Publishing 


With the July issue of Ice and Refrig 
eration, J F Nickerson completed hity 


years of service as editor and publisher 








of the magazine 
which was started 
in 1891 Because 


»f this uninterrupt 
ed service over the 
half century, Mr: 
Nickerson, now 
eighty years of age, 
is said to be the 
dean of business 
paper publishers 
He has been hon 
red on numerous 
vccasions by trade 
organizations tor 


the work he _ has 
lone in behalf of 
the industry served 
by his publication, and as 
he United States government, he has 
erved on world refrigeration conferences 
Europe and South America 
Sweeping changes in format and design 
marked the fiftieth anniversary of Ice and 
Refrigeration, as may be seen in the ac- 
mpanying illustration. The trim size 
was reduced from 95%@x133%4 to 9x12 and 
a 7x10 type page established The ornate 
ver which appeared on practically every 
sue since the first number, has been re 
placed by one of modern design and sim 


a 
IY 





J. F. NICKERSON 


a delegate ot 


Advertisers who used space in the is- 
es of July, 1891, and July, 1941, were 


1. D. Cook, Inc.; York Ice Machinery 
Corporation Gifford-Wood Company 
Vilter Mfg. Company: and Frick Com- 


Editorially the publication covers 
industrial refrigeration market in its 
and ever increasing § branches 

H. T. McDermott is advertising manager 


Cor ipleting hity years of service to the 





electrical industry in Canada, Electrical 
News and Engineering published _ its 
Golden Jubilee issue in June. This issue 
consisted of 210 pages and cover 
o 
Civil Engineering has announced that ef- 
fective with its January, 1942, issue, ad- 
vertising rates will be advanced from $165 
to $240 per single ~age, with a guaran- 
tee of 15,390 circulation as compared to 
12,046. Effective with the same issue a 
commission of fiteen per cent will be al 
lowed advertising agencies “in line with 
our consistent policy of conforming to the 
established principles of industrial adver- 
tising practice.” 
e 
Effective July 1, Mechanical Engineer- 
ing established a fifteen per cent commis- 
sion to advertising agencies. In making 
the announcement, the publication said: 
“In adopting this policy Mechanical En- 
gineering again expresses, in practical 
form, its conviction as to the value of co- 
éperative and coérdinated effort. The re- 
sults of such effort are eloquently evident 
in engineering and industrial progress . . . 
and in the high status and effectiveness 
of much industrial advertising In 
advertising progress, coOperation and co6ér- 
dination have been achieved, largely, 
through Advertising Agency Service.” 
€ 
Export Catalogs, Inc., New York, has 
been formed to publish catalogs in Span- 
ish and Portuguese for controlled crcu- 
lation through Latin America. Rex W 
Wadman, publisher, World Petroleum 


and Diesel Progress, is president 


B. L. Smith Publishing Company, To- 
ronto, has purchased Electrical Digest. 
The new owner has had an interest in the 
publication for some time and will con- 
tinue as editorial consultant. J. D. Walsh 
will remain as business manager 

= 

The Publications Publishing Company, 
New York, has announced Safe Journal 
for publication starting in September 
Barney Bravamn is publisher 

fe 

Industrial America, “The Newsmaga- 
zine Summary of National Defense,” has 
started publication from Pittsburgh 


04 


/pon its fiftieth anniversary last month, “Ice and Refrigeration” adopted a new format inside 
snd out. The new book has a standard 7x10-inch type page and is trimmed to 9x12 inches 
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DO YOU KNOW 
What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently— 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 











The $5,000,000,000 


TELEPHONE INDUSTRY 


is served monthly by 


‘Fortn igh tl, y 


TELEPHONE ENGINEER 


The ONLY trade journal reaching EVERY telephone 
company in the United States eve 


10,500 Circulation 


Advertisements Bring RESULTS 
Write for information 
7720 Sheridan Road 


ry month 


fon Ita-1-1-) 








HELP ww sevectine 
YOUR NEW ADVERTISING AGENCY 


To select the right agency for the unusual times ahead, 
you must interview a group of those most likely able 
to serve you. 6 reasons why we belong in that group 


1. We offer the advantages of a small agency with a 
large-agency-trained staff. 2. Our principals have di- 
rected their own commercial businesses. 3. We spend 
more time in the field than most agencies. 4. Testing is 
a fundamental with us—for greater advertising results 
5. We know how to use advertising to do many jobs 
(other than move merchandise). 6. We serve a diversi 
fied group of national accounts—from class to industrial, 
from package goods to service 

Further facts in our new 5-minute folder, “Business 

Men Handle My Advertising.’ Write for your copy 


J. M. HICKERSON Inc. 


Advertising Agency Service 
110 East 42nd Street, New York © MUrray Hill 3-7426 
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Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





482. Inquiries ... antidote for adver- 
tising gambling. 


This booklet is a discussion of in- 
quiries as a proof of industrial adver- 
tising readership, and presents methods 
of handling them to insure the at- 
tainment of their full value. It is 
No. 4 in a series of “little stories” on 
advertising. Published by Putman 
Publishing Company. 


483. What is the Value of Color in 
Packaging? 

A pamphlet discussing the results of 
a survey conducted by the Color Re- 
search Department of Eagle Printing 
Ink Company, in an attempt to meas- 
ure the value of new package designs 
and color effects. Several case histories 
are given in various fields, and the 
conclusions reached are summarized. 


484. How Large is the Worth While 
General Industrial Market? 


This bulletin presents an analysis 
of the primary and secondary indus- 
trial markets of the United States as 
indicated by the U. S. census and oth- 
er sources. Published by Industrial 


Equipment News. 


485. What to Say in Your Business 
Advertising Today, and Why? 
A copy in booklet form of a recent 
Alfred M. Staehle, vice- 
president, McGraw-Hill Publishing 
Company, together with a large chart 
of “The 12 Most Important 1941 
Sales Appeals.” 


address _ by 


486. Art Direction. 

An illustrated report of a clinic 
Printing Ink 
Corporation which discussed art direc- 


sponsored by General 
tion with relation to designing mer- 


chandise, catalogs, advertising, and 


printing. 


487. How Much? 

This booklet gives a brief descrip- 
tion of the various types of industrial 
motion picture productions and the 
cost of producing them in black and 
white and color. The many tech- 
niques which may be used for various 
effects in movies are also explained. 
Published by The Calvin Company. 


488. Check List for Judging Adver- 
tising Agency Service. 
A yardstick comprising five cardi- 


nal points with twenty-five subpoints 
to facilitate analysis of agency service. 
Prepared by Cowan & Dengler. 


489. Tested Industrial Ideas. 


A monthly bulletin commenting on 
interesting and effective advertising 
and industrial activities of advertisers. 
Published by Reiss Advertising. 


477. Newsweek Reports on National 
Defense. 

A comprehensive report of the 
progress made on the defense program 
during its first year and a presentation 
of future objectives defined so far as 
they are formulated as viewed by staff 
authorities of Newsweek. This thirty- 
two page book and cover is done in 
two colors and elaborately illustrated 
with photographic reproductions and 
pictographs to visualize the mass of 
data presented. 


319. This Matter of Catalogs in In- 
dustrial Marketing. 


A report summarizing specific in- 
formation on the subject of industrial 
catalogs, received from 3,310 impor- 
tant engineers and industrial buyers. 
The place of the catalog in buying pro- 
cedure; the kinds of catalogs indus- 
trial buyers find most useful; practice 
with regard to maintenance and use 
of catalogs, and other related data are 
included in this sixtcen-page booklet 
issued by Sweet’s Catalog Service. 


461. How I Hamstrung My Adver- 
tising Agency. 

The anonymous story of how one 
advertising manager through a simple, 
common sense arrangement with his 
advertising agency made his company’s 
advertising more productive and hi: 
own department more important t 
his company. Published by The As 


sociated Business Papers, Inc. 


321. The Chementator. 


This is a monthly news service 
covering the chemical process indus- 
tries. Special attention is given 
sales opportunities arising from new 
plant construction and modernizatior 
projects. Published by Chemical © 
Metallurgical Engineering. 
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